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PREFACE 
" A d v e r t i s i n g i s your means of p u b l i c a p p r o a c h . I f 
you make a p r o d u c t good enough even though you l i v e i n 
t h e d e p t h s of t h e f o r e s t , t h e p u b l i c w i l l make a p a t h t o 
y o u r door , s a y s t h e p h i l o s o p h e r . But i f you want t h e p u b l i c 
i n s u f f i c i e n t numbers , you would b e t t e r c o n s t r u c t a h ighway . 
A d v e r t i s i n g i s , t h a t highway/'". 
"'.fnat i s a d v e r t i s i n g ? A d v e r t i s i n g c o n s i s t s of t h o s e 
a c t i v i t i e s by v/hich v i s u a l o r o r a l meassages a r e a d d r e s s e d 
t o s e l e c t e d p u b l i c s f o r t h e p u r p o s e of i n f o r m i n g and i n f l u -
e n c i n g them t o buy p r o d u c t s or s e r v i c e s , o r t o a c t o r t o be 
i n c l i n e d f a v o u r a b l y tou-ard i d e a s , p e r s o n s , t r a d e m.arks or 
i n s t i t u t i o n f e a t u r e d . As c o n t r a s t e d v.dth p u b l i c i t y and o t h e r 
forms of p ropaganda , a d v e r t i s i n g messages a r e . i d e n t i f i e d w i th 
t h e a d v e r t i s e r e i t h e r by s i g n a t u r e o r o r a l s t a t e m e n t . " 
" F u r t h e r a d v e r t i s i n g i s a commercia l t r a n s a c t i o n i n -
v o l v i n g pay t o p u b l i s h e r s , b r o a d c a s t e r s , o r o t h e r s whose 
med ia a r e employed" . — Nei l K. Borden & M a r t i n V. M a r s h a l l . 
A d v e r t i s i n g as d e f i n e d by t h e f o l l o w i n g : 
Amer ican management a s s o c i a t i o n : - A d v e r t i s i n g i s a p a i d 
form of n o n - p e r s o n a l p r e s e n t a t i o n o r p r o m o t i o n by an 
i d e n t i f i e d s o u r c e . 
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This definition emphasises on three underlined aspects. 
But this definition has cQne under heavy fire by certain 
critics. They say that this definition is passive and not 
aggressive and does not lay emphasis on promotion presentation. 
John //right :- "Advertising is controlled, identifiable 
information and presentation through mass-communication media," 
William Randolph Hearst simplified the concept of 
advertising in a fev/ lines. Advertising is like a highway, 
leading to the customers or buyers to the destination. The 
art of advertising, hov;ever, is the art of constructing the 
highv/ay. There can be a num.ber of alternative techniques for 
constructing the kighway. The Engineer has to take note of the 
type of vehicles to runover it, the volume of traffic that is 
expected. Then he has to apply his specific skills drawn frcm 
knowledge, experience and expertise. Similarly the successful 
advertising person should apply his skill and expertise in 
creating the right advertisement to suit the objective. The 
type of advertisement to be created differs from situation 
to situation, product to product and market to market, Sach 
aspect needs specialization, 
Watching the advertising seeme over the last few years, 
I ^^?as fascinated to study the sphere of industrial advertising. 
As I talked to more and more people in the profession, and 
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as I analysed more of the advertisements appearing, in the 
newspapers and periodicals, I developed a strong conviction 
that this field warrants greater professional attention and 
as distinct branch of advertising, holds the premise of a 
challenging future. All these ccmbined, led me to chbose 
the subject for my dissertation work, and that is where I 
started. The ever present and readily available guidance and 
inspiration of my supervisor Mr. Shamim Ahmad, was the moti-
vating force as I progressed in ccmpiling the information and 
proceeding with the writing work, 
I will be an unpardonable omission if I do not mention 
about the invaluabiSH help from different quarters like 
Hindustan Instrtiments Ltd., public relations and marketing 
departm.ent of BHEL, Swamy Advertising Agency and Hindustan 
Thompson Associates. Probably this timely help reduced months 
of tiring search to a matter of weeks. 
My experience with ray seniors v;ho are working in 
different advertising agencies and public/private sector 
companies helped me in developing an insight into the clieat's 
point of view. 
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G H A P I E R - I 
THE.DIVIDING LINE : 
Adver t i s ing as a s p e c i a l i z e d branch of s tudy can be 
s a i d t o be s t i l l in i t s infancy in oar coun t ry . Even t o t h e 
p r o f e s s i o n a l s , who are a c t i v e in t h i s f i e l d , a d v e r t i s i n g as 
such covers a broad gammut of study without c l e a r c u t compart-
ments . Of course , l a t e l y t h e r e has been growing consciousness 
about the ex i s t ances of c l e a r c u t branches but t h i s remains 
r e s t r i c t e d t o the t h e o r e t i c a l f i e l d . Wlien i t comes t o 
p r a c t i c e i t merely means the extens ion of p re f ixed p r i n c i p l e s 
t o a l l the branches of a d v e r t i s i n g . Every a d v e r t i s i n g i s seen -
as a p a r t n i c e l y ad jus t ing i t s e l f t o a p a r t i c u l a r mould 
p repa red without a c l e a r c u t concept ion of the adver t i sement 
which i t i s supposed t o shape. C r e a t i v i t y which i s t he core 
of a d v e r t i s i n g p ro fess ion , a l s o su f fe r s from t h i s de f i c i ency . 
The evo lu t ion process i s sometimes q u i t e s i i j t i lar for a d v e r t i s -
ements belonging t o d i s s i m i l a r f i e l d s . VJith t h e grovrth of 
t h e econany and spur t of developmental a c t i v i t i e s , which has 
s p e l t t he take off for the country in economic as well as 
a d v e r t i s i n g f i e l d , i t i s time t h a t sane d i s t i n c t i v e a t t e n t i o n 
i s given t o develope s p e c i a l i s e d f i e l d s wi th in the p ro f e s s ion . 
I t i s not necessary t h a t a c r e a t i v e person who i s extraordinairy 
in one branch of a d v e r t i s i n g i s as good in the o ther branch. 
Qui te often t h e reverse i s t r u e . To draw a l i n e s e p a r a t i n g 
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the compartments, v/e can isolate the different branches 
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as , consumer/ bus iness / indus t r i a l , corporate/image, 
p o l i t i c a l , social and cause adver t is ing. See adver t ise-
ment no . - I (a-d) . 
To the common advert ising person, advert is ing is 
almost synoinymous v/ith consum.er , adver t is ing. Of course 
here and there emphasis is l a id on the corporate adver-
t i s i n g wlich, of course, has evolved as a d i s t i n c t f i e ld . 
The social advertising is m.ore often taken up to earn 
goodv/ill for the advert iser , ra ther than t o bear f ru i t 
in areas v/here i t is m.eant to produce r e s u l t s . The cause 
advert is ing is yet to find i t s roots in our country and 
the p o l i t i c a l advertising is bas ica l ly linked with the 
e l e c t i o n s . Leaving apart the consumer advert is ing, the 
r ea l challanae is offered by indus t r ia l adver t is ing. 
i'.Tiereas, consumer advert ising has matured -with time and 
shown a real spurt of e rea t iv i ty , the f ie ld of indus t r ia l 
adver t is ing ' is yet to go a long \fay in achieving the due 
s t a t u s . 
Various reasons can be ascribed t o the sluggish 
groViTth of indust r ia l advert ising, the P r inc ip i i factor 
being a lack of in t e res t in t h i s region. There is a xvide-
spread misconception amongst the advert is ing persons that 
i ndus t r i a l advertising Violds less challenges and provides 
start right. 
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sarne I.Q. and almost of the same f ie ld of i n t e r e s t . 
The important fact is t h i s : whereas there is almost 
nothing in common between the chemical manufacturer who 
produces the detergent and the housev;ife who uses i t - for 
even if she be a Doctor of.Science, fehe will use the 
detergent domestically and not chemically - the manufact-
u r e r v/ho produces, say, u l t rasonic spot-welder, and the 
man who buys i t to use have almost everything in common, 
with the strong pos s ib i l i t y that they are both members of 
the same professional bodies. 
I t is th i s actual or potent ial intimate l ink between 
manufacturer and consumer in the t echn ica l / indus t r i a l f ield 
xvhich makes t echn ica l / indus t r i a l adver t is ing. So very 
d i f ferent from the advert ising which promotes consumer and 
consum.er - durable goods.* 
Another point is tha t the budget for indus t r ia l 
adver t is ing are generally l e s s . This natural ly follox-^ rs 
fr-om the posit ion advertising occupies in the marketing-mix. 
Indus t r i a l products are generally products for l imited 
specia l ized buyers. Since the ta rge t i s composed of a 
sm,all of specialized personnel, there can be a number of 
other ways in which they can be reached with lesser expenses, 
*Michael Harrison, "Technical and Industr ia l Publ ic i ty" . 
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l i m i t e d room f o r f l e x i b i l i t y . On t h e whole , t h e outcome 
h a s been a c r e a t i v e c a l l o u s n e s s . 
"Sane consumer a d v e r t i s i n g p e o p l e b r u s h - o f f b u s i n e s s 
and i n d u s t r i a l a d v e r t i s i n g Vvdth a h i n t of d i s d a i n , c l a i m -
i n g t h a t i t i s t h e l e s s c h a l l e n g i n g , l e s s g lamorous of 
t h e a d v e r t i s i n g b u s i n e s s . A c t u a l l y t hough , t h e c h a l l e n g e s 
a r e o f t e n g r e a t e r i n b u s i n e s s / i n d u s t r i a l a r e n a t h a n t h e y 
a r e consumer goods . T?or i n s t a n c e , i t i s e a s i e r t o cone up 
w i t h an a p p e a l i n g c o n c e p t f o r a c o s m e t i c s o r t r a v e l ad . 
t h a n f o r an i n d u s t r i a l b o i l e r ad . And t h e glamour d i f f e r -
e n c e s becoming l e s s of a f a c t o r t o o , as b u s i n e s s p r o d u c t s 
and s e r v i c e s l i k e emery A i r F r e i g h t and c o m m e r c i a l l y o r i e n -
t e d b a n k s , and q u i p t e l e c o p i e r s have begun a d v e r t i s i n g in 
t h e mass media , e s p e c i a l l y on TV, and u s i n g consumer t y p e 
c r e a t i x r a s t r a t e g i e s " . * 
DIFFEREOTIATION FROM COMSIJMER .^ yPVERT IS IKG ; 
The i n d u s t r i a l a d v e r t i s i n g , as a s p e c i a l f i e l d has 
i t s p o i n t s of d i f f e r e n c e s w i th consumer a d v e r t i s i n g . In 
o r d e r t o u n d e r s t a n d t h e r ea lm of i n d u s t r i a l a d v e r t i s i n g 
one s h o u l d f i r s t be c l e a r about t h e s e d i f f e r e n c e s . The 
f i r s t t h i n g t o n o t e in t h i s r e g a r d i s t h a t i n d u s t r i a l 
a d v e r t i s i n g o c c u p i e s a l e s s i m p o r t a n t p o s i t i o n in t h e ove r -
a l l m a r k e t i n g - m i x . In c a s e of consumer goods , a d v e r t i s i n g 
^ C h r i s t o p h e r O i l s on & Karo ld W. Berl^man, " A d v e r t i s i n g 
c o n c e p t s and s t r a t e g i e s " , 1981 ( 5 3 5 ) . 
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is one t>f vital factors influencing sales. The reasons for 
this can be found in the psychology of the consumers. In 
case of consumer goods, the buyer is led by an impulse and 
advertising is a superb tool in guiding the consumers' 
impul^ se and m.otivating him to take action for purchasing a 
particular brand. The scene is quite different in case of 
industrial product. The industrial buyer does not decide 
his purchase on the basis of impulse. The decision is 
arrived at after judicious deliberations. Since the buyers 
are often technical personnels> they try to evaluate the 
product mainly on the basis of technical factors and per-
formance. Here the personal selling comes in as a very 
strong factor. Advertising takes a secondary role. The 
industrial purchases are carefully considered decisions. 
The industrial buyer prefers to expl^ ore the detailed informa-
tion about the product from the seles people, A consumer 
product, if sold by advertising, will be used by persons of 
both sexes and of very imaginable intellectual, social and 
occupational rating, four technical industrial product 
reaches users with almost everything in canraon. You must 
remember the widely differing millions when you begin to 
market a nev7 deterqent, vvhen you begin to market a new tech-' 
nical industrial product or service you must remember a 
potential market v.'here every one of the person at whom you 
aim your marketing persuasions will of approximately the 
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Advertising/ which, depends heavily on mass conmunication 
media may apparently look to ,be a more expensive method 
of reaching t h i s t a rge t . T?iese can be easier modes of 
d i r e c t approach to arround 3000 prospects . Buying prime 
time on TV. at high cost may look highly unsui table when 
the ta rge t is so l imi ted. 
The next d i f fe ren t ia t ion can,be made on the basis of 
the glamour value attached to consumer aver t i s ing . Consumer 
goods are easy t o understand, less t o v^i te about. Besides, 
they seem to leave enough roon for f lexible handling by 
c rea t ive people. This means tha t the advertisements for 
the consumer goods can be associated v/ith any nyraber of 
i d e a s . On the other hand indus t r ia l products are sans 
glamour. The t a rge t ' auidence is composed of more do^ vn to 
ear th and hardcore r e a l i s t s . All these combined seems to 
offer lesser a t t r ac t ion to the crea t ive people. "Many 
people believe, and x '^'ith seme j u s t i f i c a t i o n , tha t advert-
i s ing of indus t r ia l products, when compared to that ' of 
2 
consumer products is uninteresting and dull"* . s 
The lesser attraction of monetary gains through 
canmissions and the lesser creative thrills are the major 
cause why many of the advertising agencies shy av/ay fran 
*2 Sanat Lahiri, "the Role in Industrial Marketing - article 
appeared in the 13th Asian Advertising Congress supplement 
of Business standard dated 27.9.1982, 
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industrial account. But if certain misconceptions are 
cleared and a better insight into the field of industrial 
advertising is developed/ it can hold great promise in 
future. One of the greatest advantages of industrial 
advertising as opposed to consumer advertising is its 
stability. This industrial advertising calls for greater 
understanding and comprehension of technical aspects, the 
accounts are less volatile. The clients are more likely 
to be attached v^ ith one advertising agency for longer 
period. Once one particular agency has gone through the 
briefing and x-.i'Orked on the specific product for a parti-
cular duration^ functioning to reasonable Satisfaction, 
the client is less likely to disturbe the arrangement 
since it involves a repeat exercise in allowing an alter-
native agency to develop the same sort of understanding 
of Organisation and its product. In the next place, to 
create something interesting frcm a stale subject is more 
challenging a job than creating ideas in the easy - to -
create field. In this industrial advertising holds greater 
challenges compared to consumer advertising. Lastly, the 
increase in the scope of industrial advertising is directly 
linked v-dth the ecocmic growth. In this regard, the future 
holds great promise for the agencies v/ho will try to 
specialise in industrial advertising. 
- 1 1 -
DSFIISflTION : 
The d e s c r i p t i v e a n a l y s i s g i v e n above c a r r i e s out 
a d i s t i n c t and s p e c i f i c f i e l d f o r i n d u s t r i a l a d v e r t i s i n g 
i n c o n t r a s t t o consiomer a d v e r t i s i n g . A f t e r t h e d e f i n i t i o n 
i t i s e s s e n t i a l t o draw a d e f i n i t i o n f o r i n d u s t r i a l a d v e r -
t i s i n g , v;hich v^ill form our b a s i s f o r f u r t h e r s t u d y of 
t h e s i b j e c t . A s t r a i g h t and s i m p l e d e f i n i t i o n may b e : 
I n d u s t r i a l a d v e r t i s i n g i s an a d v e r t i s i n g message aimed 
a t an i n t e r m e d i a r y who buys t h e p r o d u c t no t f o r p e r s o n a l 
cons; j inpt ion b u t f o r u s i n g i t t o p roduce p r o d u c t s and 
s e r v i c e s meant t o be consumed by o t h e r s . 
COVERAGE : 
The i n d u s t r i a l a d v e r t i s i n g , a l t h o u g h a s p e c i a l i z e d 
b r a n c h v,dthin t h e f ami ly of a d v e r t i s i n g , c o v e r s a wide 
r a n g e of segment . A f u r t h e r d i f f e r e n t i a t i o n be tween t h e s e 
s egmen t s can ho doubt be made. But s i n c e our s t u d y i s 
l i m i t e d t o t h e s e e n e p r e v a i l i n g i n our c o u n t r y , where t h e 
p r o f e s s i o n has j u s t r e a c h e d t h e tafefesoff s t a g e , i t may 
n o t be w o r t h w h i l e t o go i n t o f u r t h e r s e g m e n t a t i o n . For t h e 
above r e a s o n , we w i l l r a t h e r s t u d y t h i s b r a n c h of a d v e r t i -
s i n g as a s i n g l e b r a n c h . Thus app roached , i n d u s t r i a l adver -
t i s i n g can i n c l u d e a d v e r t i s i n g f o r p r o d u c t s and s e r v i c e s 
v a r y i n g f ron c r e d i t s y s t e m s , c o m p u t e r s , o f f i c e f u r n i t u r e s , 
c o o l i n g tov / e r s , c o n s t r u c t i o n works , i n d u s t r i a l chemica l 
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t r a c e o r s , th reshers , f e r t i l i z e r s , t o medical instruments 
All these come under the category of products meant for 
use by an intermediary who may be d i rec t ly , se rv ing the 
customers. 
As can be seen from, above indus t r ia l advert is ing 
covers a very wide range. In recent past , we have seen 
qui te a number of indus t r ia l advertisements appearing in 
the pr int media. But a real in te res t and a t ten t ion for 
b e t t e r c r e a t i v i t y is s t i l l lacking. The general apathy 
can be a t t r ibu ted to the various reasons already l is ted* 
The corpora te / ins t i tu t iona l advert is ing, s t r i c t l y 
speaking, does not come under the purview of indus t r ia l 
adver t i s ing . Heverthless, we can not d i ssoc ia te corporate/ 
i n s t i t u t i o n a l advert is ing. To the extent corporate adver-
t i s i a e n t s are created in order to back t h e ' i n d u s t r i a l 
adver t i s ing, v»e can include these under industrial-cum-
corporate advert is ing. I t s relevance as a part of indus-
t r i a l advert is ing v^ill be studied separate ly . An adro i t ly 
drawn advert is ing s t ra tegy has t o plan a happy marriage 
between these two special spheres of adver t i s ing. 
'.'•le can br ie f ly take in to view the advertisement of 
seme com^apnies se l l ing sam.e c i rcu la r indexing machines. 
The sa l i en t features about the advertisement may be 
IS 
I HE Br^v 
'iPICIAI-SVI 
I ^ 
r' 
..r-' 
^^^Pl 
Special Purpose Circular Indexing, 
Drilling, Reaming and Counter Boring Machines 
BFW in technical collaboration with Fritz Werner of West Germany, take pride 
in rigorous quality control systems. No wonder BFW Special Purpose Machines^ 
are the choice of leading engineering companies like Ashok Leyland, Bajaj 
Tempo, Bajaj Auto, MICO, TVS Group, Enfield, Kirloskar Cummins, Kinetic 
Engineering and various defence establishments in the country 
Machine specifications: 
Work Piece 
Material 
Operation 
Cycle Time 
18-Spindle Head 
Circular Index Table 
Gear Pump Housing and Gear Pump Cover 
Cast Iron 
1) Drilling 
2) Reaming 
3) Counter Boring 
1.3 minutes/piece 
1 No. provided with counter weight 
1 No. 8 operating stations. 
BFW has a range of Special 
Purpose fvlachines for your 
requirements offering the 
following features: 
• Hardened and ground 
guideways for the slides, with 
imported good quality wipers 
and telescopic guards 
• Imported, super-precision 
bearings for main spindles 
• Hardened and ground gears 
for spindle drive wherever the 
drive is through gears 
• Centralised automatic 
lubrication systems for driving 
elements and slides 
• Standardised Hydraulics and 
Electrical Control Units 
• Well-ribbed base and structure 
with suitable slopes for proper 
swarf and coolant disposal 
• Water cooled heat exchanger 
for Hydraulic Powerpack 
• Option for Programmable 
Logic Control 
/iFwV , _ _ Bharat Fritz Werner Private Limited For more information/demonstration M m ^ i a a m „ ,, , „ n\r.^^f. whtP tn • m D F W W Peenya, Yeswanthpur RO., Bangalore-560 022 
p/edie m/ie iu. ' ^ w ^ Telephone: 385745-8 Telex (0845) 346 ACME IN 
Grams: BHARAFRITZ 
Regional Offices: 
• D-27, Commerce Centre, Tardeo Main Road, BOMBAY-400034 Phone: 392630 & 375471, Grams: BHARAFRITZ Z 
• Mowbrays Flat, 282, Mowbrays Road, MADRAS-600 018 Ptione : 452899, Grams: BHARAFRITZ, Telex: 041-6186 % 
• N 78, Connaught Circus. Bombay Life Building, NEW DELHI-110001 Phone: 45131/32/33, Grams: BHARAFRITZ, Telex: 031-2308 ^ 
• 8, India Exchange Place, (PB. No. 2745). CALCUTTA-700 001 Phone: 26-9334, Grams: BHARAFRITZ, Telex : 021-5057 < 
• No. 10-1-18/42 Shyam Nagar. HYDERABAD-500 004 Phone; 222552, 
• Vikram Griha Yojana, Flat No. C 20/1 1, S.No. 9 &10 Kothrud. PUNE-411 029 Phone: 51132 
Ipecial Puipoic Machine! from Br^-Precif ion, PcrffoTmancc, Productlviiy 
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October, 1944 
October, 1984 
1 he Preface 
The year was 1944. The great war was in its fifth year. The scent of freedom was in the 
air. And in the birth pangs of a nation, a small agency house was being set 
up—Escorls (Agents) Pvt. Ltd. 
It was a small, but positive beginning. Positive because today, 40 years later. Escorts 
has helped write a chapter of India's industrial progress—in the vital sectors of 
•' agriculture, transportation, construction and shipping. 
30 
c 
ESCORTS 
he Opening Pages Jhe Middle Pages llhe Story Continues. 1 
Escorts' contribution to farm 
mechanisation began in 1948 with the 
distribution of imported tractors. 
It was an enterprise that soon sparked 
oft tractor assembly itself. In turn, it led 
to the manufacture of tfie Escorts 
tractors and in 1972 to the Ford tractors, 
in co-operation with the Ford Motor 
Company, USA. 
To date, Escorts has produced over 
225,000 tractors for India's farmers and 
has helped play a major role in India's 
green revolution. i 
Industry is the lifeblood of a growing 
nation and Escorts was ready to 
respond to the fresh challenges. 
On road and rail, Escorts has helped 
keep millions on the move. Today, the 
company is the largest producer of 
motorcycles and more important, a 
leader in bi-wheeler technology. 
It was the first company to introduce to 
India world class technology for 
fuel-efficient bi-wheelers—through its 
collaboration with the international 
giant, Yamaha of Japan. 
Escorts is an integral part of the 
development of India's auto ancillary 
industry. Its range of manufacture 
includes pistons and piston rings, shock 
absorbers and other components. And 
it has contributed in great measure to 
the modernisation of the Indian railways 
with its sophisticated airbrakes, shock 
absorbers and railway couplers. 
Through its many enterprises, Escorts 
has been able to acquire and adapt the 
most advanced technology for the 
country. And in doing so, has put Indian 
manufacture on par with the best in the 
world. 
Fine examples of its international quality 
are the JCB 3C Excavator Loaders 
manufactured in collaboration with 
JC Bamford Excavators Limited, UK; 
and its tieet of cranes manufactured in 
association with Ransom and Rapier of 
UK. 
For India's shipping industry. Escorts 
has introduced India's first floating dry 
dock—which will earn crores in forpign 
exchange through ship repairs. 
The Escorts story is also the story of 
people at work. Today it's a company 
of 16,700 employees and many 
thousands more in its 5,000 ancillary 
industries, 2,000 dealers and 
stockists. 
The confidence of 16,000 shareholders 
is the foundation upon which the 
Company stands. 
ESCORTS 
We're at work for India—now and for the future. JBfllt 
31 
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summarized as below. 
The company brings out the basic fact tha t the 
company, BEi-'/, is giving something special by emphasiz-
ing the col laborat ion th/ough not broadly. The adver-
tisement says "BFW in technical col laborat ion i\'ith Fr i tz 
A'erner of >Jest Germany take pride 
Secondaly the company empahsizes the people who are 
buying (by people we bas ica l ly mean Organizations) 
the product5?/S. 
Thirdly, the advertisement gives deta i ls of the 
machine speci f ica t ion . Reference the advertisement given 
on the fte«t page. 
The advertisement goes on to de ta i l another 
aspect namely some more ranges from t h i s conpany 
(see the encircled area) v/nich expands the purviev/ 
of the advertisement. 
The lov.?er half of the advertisement emphasizes 
act ion ca l l ing the reader t o respond by ca l l ing at the 
specif ied address. Address of t h e i r regional offices 
a re also added at the end and giving c i ty name in block 
l e t t e r s , t h u s k i l l i n g two birds with one stone. 
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CK\PTER-II 
TARGET AUDIEMCS AMD PSYCHOGRAPHICS : 
The d i s t i n c t n a t u r e of t a r g e t a u d i e n c e i n 
. I n d u s t r i a l a d v e r t i s i n g d i s t i n g m i s h e s i t frcm o t h e r 
t y p e s of a d v e r t i s i n g . Al though t h i s a s p e c t v/as h i n t e d 
e a r l i e r , i t i s n e c e s s a r y t o e l a b o r a t e f u r t h e r . U n l e s s 
vie u n d e r s t a n d t h e n a t u r e and p s y c h o l o g y of t h e nuye r s 
of i n d u s t r i a l p r o d u c t s , who c o n s t i t u t e t h e t a r g e t a u d i -
e n c e f o r i n d u s t i r a l a d v e r t i s i n g , t h e r a i s o n d ' e t r e of a 
s e p a r a t e and d i s t i n c t t r e a t m e n t t o t h e s u b j e c t w i l l be 
1 o s t . 
As men t ioned e a r l i e r , t h e b u y e r s of i n d u s t r i a l 
p r o d u c t s a r e e n g i n e e r s and t e c h n i c a l p e r s o n s who a r e 
e x p e r t s i n t h e i r f i e l d s . They have an i n t i m a t e knowledge 
a b o u t t h e p r o d u c t i o n p r o c e s s of t h e i r f i r m , t h e s p e c i f i -
c a t i o n s v.dth r e g a r d t o t h e rav/ m a t e r i a l r e q u i r e m e n t s , 
t h e m a i n t e n a n c e needs of t h e equ ipments e t c . t h e y a r e 
on t h e whole conce rned and i n t e r e s t e d i n th ing ' s t h a t can 
improve t h e t e c h n i c a l e f f i c i e n c y of t h e i r o p e r a t i o n or 
r e d u c e t h e c o s t of p r o d u c t i o n . T h i s i s t h e r e a s o n v^y 
t h e y a r e not amenable t o any s u p e r f i c i a l gimmicks which 
v e r y o f t e n form t h e c o r e of consumer a d v e r t i s i n g . S i m i l a r -
l y , t h e y a r e l i k e l y t o b r u s h off any c o n m u n i c a t i o n message 
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which does not explain the de t a i l s or which does not 
communicate in a way which they understand. Besides, the 
decis ion of these buyers d i rec t ly affects the efficiency 
of the firm and very often involves huge expenditure. All 
these factors combined forms the so l id foundation on i^ rhich 
i ndus t r i a l advertising stands. So an advert ising person has 
t o take suff ic ient care in formulating the advert is ing message. 
I t is imperative for him to enter into descr ip t ive information 
about the product. Hovjever, these, are matters to be covered 
under the creat ion of technical advert is ing, which will be 
analysed a l i t t l e l a t e r . 
Another important consideration v-/hich guides the 
indus t r i a l buyers i s the image of the suppl ier . Since the 
i ndus t r i a l purchase decisions involve bigger amount of money, 
no indus t r ia l buyer will take the immediate r i sk of deciding 
on an unknown supplier when the same product can be purchased 
from a knovm supplier at sim.ilar cos t s . This is another aspect 
of the psychology of the indus t r ia l buyer wrliich cannot be 
ignored while planning the indus t r ia l adver t is ing. 
The nature and psychographies of the indus t r ia l buyer 
i s the major factor for explaining the approach t o be taken 
by indus t r ia l advert is ing. "The indus t r ia l buyers is usually 
regarded as a hard man to inf luence, . Wot only is fae d i f f i cu l t 
t o influence, but his approach to advert ising Bis one of 
suspicion, not unmixed v/ith h o s t i l i t y , whilst i t is recognised 
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t h a t in the main the buyer i s largely in affected by the 
kinds of pressure that are known to influence•the buying 
decision in the consijmer market, he i s suscept ible t o the 
type of informative advertising tha t gives him a l t e rna t ive 
sources of supply or supplies of nev^ r technical information. 
The buyer of c i t r i c acid for the soft drink t rade would be 
ccmpletely unmoved by the advertisement in the t rade press^ 
which s ta ted that firm A made c i t r i c acid of superb qual i ty 
in the most hygienic factory of the world. H^ would however, 
be extremely in teres ted to see an ad. v/hich announced tha t 
Firmi A V7as nov/ using a new type of synthesis for the pro-
duction of c i t r i c acid. Such an announcement would sa t i s fy 
him in tv/o respects f i r s t of a l l i t v/ould put him ful ly in 
the technological p ic ture and secondly, i t could open up 
some very in te res t ing p o s s i b i l i t i e s of pr ice reduction due 
t o improvements in manufacture"*3. 
Froti t h i s analysis , i t can be said tha t advert is ing 
in the conventional form, v/ill not carry any meaning so 
far as indus t r ia l product is concerned. Advertising has 
t o be t o t a l l y different and away from the conventional 
approach if i t is t o have ay impact. Considering these 
points we can eas i ly say that a different approach for 
these ads. is log ica l . However, the indus t r i a l buyers 
though guided by different considerations conpared t o the 
*3 P.1 Slec Smith, "Technical and Indus t r ia l Advertising 
and Marketing". (lO). 
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b u y e r s of consumer p r o d u c t s , a r e a l s o f l e s h and b l o o d 
i n d i v i d u a l s and i t i s d i f f i c u l t t o r u l e out t h e impac t 
and i n f l u e n c e of c o n t i n u o u s e x p o s u r e t o a d v e r t i s i n g 
m e s s a g e s . I t i s no doubt t h a t p e r s o n a l s e l l i n g t h r o u g h 
s a l e s a g e n t s i s more e f f e c t i v e c o n s i d e r i n g t h e s m a l l 
number of t h e t a r g e t a u d i e n c e , '& 
"With e f f e c t i v e a d v e r t i s i n g , t h e s a l e s a p p e a l , 
s t a r t s b e f o r e t h e s a l e sman c a l l s on t h e p r o s p e c t " , * 4 
In c a s e of many i n d i v i d u a l p r o d u c t s , t h e r e f o r e , 
a d v e r t i s i n g does t h e work of p r e - s e l l i n g t h e p r o d u c t . 
VmO ARE THE BUYERS? 
T i l l now we have c o n s i d e r e d t h e i n d u s t r i a l 
b u y e r s under one group and t r i e d t o a n a l y s e t h e i r 
p s y c h o l o g y and t h e i r c o n s i d e r a t i o n s i n t a k i n g p u r c h a s e 
d e c i s i o n s . Nov/ xi/e can examine vfno a r e t h o s e i n d u s t r i a l 
b u y e r s and i f t h e y can be c a t e g o r i s e d . The d e c i s i o n 
w i t h r e g a r d t o p u r c h a s e of i n d u s t r i a l c a w n o d i t y i s no t 
r e s t r i c t e d t o one group v ; i t h i n t h e f i r m , Scmetimes s e v e -
r a l p e o p l e from d i f f e r e n t groups i n f l u e n c e t h e d e c i s i o n . 
To Vihat e x t e n t t h e d e c i s i o n making i s r e s t r i c t e d t o one 
p e r s o n , a group of p e r s o n s or a number of p e r s o n s f ron 
d i f f e r e n t g r o u p s , wa l l depend upon s e v e r a l f a c t o r s l i k e , 
t h e t y p e of p r o d u c t under c o n s i d e r a t i o n , t h e am,ount of 
money i n v o l v e d i n t h e d e c i s i o n , t h e s i z e of t h e b u y e r 
firm,, e t c . 
*4 Saiaat L a h i r i , "The Role In I n d u s t r i a l M a r k e t i n g " , 13th 
A s i a n A d v e r t i s i n g Congress Supplement of B u s i n e s s S t a n d a r d 
d a t e d 2 7 . 1 1 . 1 9 8 2 . 
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Looking from the products' angles, if the product 
is a very important one and has a very high priority 
amongst the items to be purchased for the industrial-
buyer firm then the people down below may sonetimes be 
required to give their recommendations also. Similarly, 
when the purchase involves huge expenditure. The decision 
may again rest v.;ith the chief executive, l-fith lesser 
important products and products involving lesser expen-
dittares, the decision-making may be with a person in the 
lower level. In case of buyers who are smaller companies, 
the purchase decision may be with the commercial director. 
In medium size companies the decision may be taken by the 
chief of the purchase departm.ent and in large scale 
comapnies the decision may be taken by an officer in the 
purchaser department. Now-a-days the purchase decisions 
are often taken by committee which inyolve personnel 
pooled from different units like purchase, production, 
maintenance, safety and such others v/ho are ultimately 
concerned with the use of that product. Even if there 
is no ccmmiittee, the purchase officer may consult the 
concerned personnel and sometimes even ask for their 
opinion and recar.mendation for the purchase of the ind-
ustrial products. In the process, people belonging to 
the different units and levels get associated with certain 
purchase decisions. But, exactly v^'hat v;ill be the type 
of persons to be involved in the decision will depend 
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on the type of product under consideration. On the whole, 
the industrial purchasers can be dii^ ided under the 4 main 
categories: 
1. The Production Personnel : 
This includes foremen, supervisors, superintendent 
etc. who contribute directly to production. 
2. The Technical Service Personnel : 
Under this category cone the technicians, engineers, 
chemists, .research workers, etc. 
3. The Executive Personnel : 
This covers the officers of the purchase department. 
4 . The Hiqher-ups : 
This includes jkaks the top management personnel l ike 
t he chief executive, technical d i rec tor , the senior executives 
in the plant or factory management and the senior executives 
of the commercial department. 
In Order to form.ulate the message t o be included in 
i ndus t r i a l advertisement, i t i s essent ia l to'knov/ vfho a l l 
wi l l form the t a rge t . I t may be essent ia l t o d i rec t diff-
erent messages at different segments of t h i s t a rge t group. 
- 2 0 -
The location of "decision making un i t s " or "buying 
cent res" v.dthin organisation is important. A lo t Vvdll 
again depend on the way these different uni ts in te rac t 
between themselves, which again will depend on the specif ic 
Organisation under the considerat ion. Therefore, special 
methods are to, be used to identify the e^act t a rge t group, 
"j"ean - Marie Geoffrey and Gary Li l ien have come up with 
j u s t such a scheme. 
Their method, cal led a decision -s- matrix approach 
i s meant to pinpoint exactly who enters in to the process 
of chosing a given product and vmat aspects of the deci -
sion each person is most concerned v/ith. The approach 
ifould help advert isers t a rge t the r igh t message t o the 
most appropriate par t ic ipant , ra ther than, say, wasting 
time ta lking up the benefit of i n i t i a l cost savings t o 
managers wno are more worried about long-term operating 
costs and r e l l a b i l i t y " * 5 . 
Efficiency in creat ing the r ight indus t r i a l adver-
tisement vd l l , therefore, depend on a perfact i den t i f i ca -
t i o n of the ta rge t group vdthin the set-up of the indus-
t r i a l buyer organisation. The other im.portant factor is 
t he understanding of the exact information about a product 
which the buyer will need to know. This again necess i ta tes 
*5 Christopher Oilson & Harold E. Berkan, "Advertising-
concepts and s t r a t eg i e s , (539). 
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a thorough knov/ledge about the section amongst the target 
group which is to receive the particular message. The 
buyers, in case of a industrial product^ may like tC' be 
informed about the financial stability of the supplier, 
suitability of the plant of the supplier, the ability 
of technical personnel employed by the supplier, the 
effectiveness of the quality control measures adopted to 
manufacture the product, previous experience of the supp-
lier in manufacturing the product, trading terms like 
special discounts, readiness of the supplier to adjust to 
any change in specifications relating to the product, 
delivery of goods to pre-arranged places at pre-arranged 
time and in suitable packets etc. 
A proper knowledge about the aspects in which the 
particular segment will be interested, is of great rele-
vante in order to formulate the advertising message with 
the right type of inform.ation package. 
OPINIOH - LEADERSHIP : 
Any form of consumer advertising vfhich does not 
take into account the opnion leaders v.rho influence the 
purchasing habit of the target audience, is not fully 
effective. Sow the question canes, whether the opinion 
leaders are to be included in case of industrial adver-
tising alSo. In United States there had been surveys 
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conducted to find out the relevance and the influence of 
opinion leaders in this type of advertising. Some surveys 
reveal that, opinion leaders are not important in case of 
industrial advertising. There are two reasons given for 
this. In the first place, tlie industrial buying habits 
are different and the industrial buyer does not depend 
on personal influence since he gets much more informations 
from the supplier itself in conparison to what the consumer 
gets from advert is em.ents of consumer products. In the 
second place, the industrial buyers do hot discuss amongst 
them.selves so much about the product, they purchase as do 
the customers about the consumer products. On the other 
hand, sane surveys have found the existance of opinion 
leaders and the exchange of inform.ation about the industrial 
products amongst industrial buyers. So the question of the 
existence of opinion leadership in case of industrial 
product is debatable. 
In the Indian context, although there has not been 
any system.atic research on this point, there is a strong 
case for existence of opinion leaders. Since ours is not 
so affluent a society, references are invariably sought 
from amongst other users of the product and consultants 
in case of purchases of many of the Industrial products. 
This, however, is an area v;hich needs greater attention 
in future. Scientific studies and research is to be con-
ducted for precise knov/ledge of the pattern of behaviour 
of industrial buvers in the Indian context. 
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CHAPl'SR-III 
THE GOLDEN LINK IH IMDUSTRIAL ADVERTISING : 
The relationship and the type of interaction between the 
advertiser and the advertising aqencY : 
The raost striking feature of indtistrial advertising 
lies in the principle on v/hich it v/Orks. The basic rule is 
a close bond betv/een the client and the advertising agency. 
One can argue that, in case of a consumer product, there is 
also a kind of bond between the client and the agency. But 
it can be easily said that the bond in case of consumer 
advertising is very feeble. Very often the clients deal v;ith 
more than are agency for a particular product. Besides, 
even at the first instance of a raistake from the agency's 
side, there is every possibility for the client to break the 
bond and enter into arrangements v/ith alternative agency. 
In case of industrial advertising, the scene is different. 
The bond is less feeble and lasts much longer unless, of 
course, there are severe failures on the part of the agency. 
The main reasons account for the strong bond between 
the agency and the client in case of a industrial product. 
In the first place, industrial advertising, as the scene 
remains, taken only as a supporting element in the market-
ing mix for a particular.product. The general emphasis is 
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tilted in favour of personal selling and direct mail. 
Under this circumstance^ the industrial advertisers 
operate under smaller budget. With a smaller budget, they 
depend on one exclusive advertising agency. Because they 
feel that further spiittig of a small budget will not 
elicit much interest frQn any particular advertising agency. 
This,characteristics is special, since it is different from 
the consumer advertising where, the budget normally being 
bigger, there is enough to be split between two or more 
agencies, who ccmpXete amongst themselves to give their 
best to the client. In the second place, the understanding 
of the industrial product, the process of production, the 
technology involved are more fefee complicated. Therefore, 
to develop the proper rapport and establish a level of 
understanding between the client and the agency, it takes 
a much longer period. In the process, both the client and 
the agency perspire a lot. Therefore, there is lesser 
inclination on the part of the client to break and link, 
once a stable relationship is established with a parti-
cular agency. Sv.dtching agencies v/ill mean a repeatation of 
the entire exercise for the client. This is the reason v/hy 
we find that certain agencies are able to hold particular 
industrial account over the years v;hereas the consumer 
advertising accounts keep on shutting in and out. However, 
this does not leave room for too much of complacency on the 
industrial account. Repeated bad performance on the part of 
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the agency vjill open the exit even for the most technical 
p r oduc t ace cunt. 
But on the v/hole one can' infer that, because of the 
reason mentioned above the industrial advertisers are less 
likely to experiment v/ith alternative agencies as do the 
consumer product advertisers, thus the tie-up betv/een the 
client and the agency is stronger in case of industrial 
advertising and both parties derive benefits from this union. 
But it should not be forgotten that it is always the agency 
which should adjust itself to the needs of the client. At • 
no time should it take the relationship for granted. The 
client on the other hand should also fully understand the 
need for cohesion and the benefits derived from a closer 
union. 
The relationship betv/een agency and the industrial -
advertiser is intimate. It is for the agency to ensure 
that the intimacy is established early. Unless this is done 
there are chances for the client to search for nevr agencies. 
The intimacy between the client and the agency is due to the 
special requirements of the industrial advertising. Unlike 
other field of advertising, this involves a special process 
of give and take viith greater dependence of both the parties 
on each other. The client looks to the agency for its profess-
ional guidance with regard to advertising, marketing, sales 
promotion, identification of the market etc. The agency in 
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turn looks to the client for thorough briefing about the 
product and all the relevant information, in detail. With 
out an smooth flov-r of this two way exchange, both sides 
remain handicapped. Vfe" can easily explain this with the 
help of an example. Reference chapter no.6 (Scenario). 
It will be observed that the two set of advertisement from 
same company are carried out by tv?o different agencies viz. 
Lintas & 3.K.B. Contrary to pppdlar belief about industrial 
advertising. 
On the follovdng pages two advertisements are 
shox-m. One ad. is of a typical consumer product - a hair 
oil and the other one is of an industrial product - Air 
Circuit Breaker. i~ith regard to the hair oil, the ball is 
in the agency's court. The information v/ith regard to the 
composition, colour, and quality of the product once given, 
it is for the agency to plan for the positioning of the 
product, creating the market, formulating the advertising 
strategy, etc. The total information required from: the 
client is not much. "A hair oil is after all a hair oil, 
and it is for you to motivate the consumer to purchase it", 
may be the answer from the client to the agency. But, the 
setting is different for the industrial Product. Mere it 
is for the client to give the long list of information. 
The client is one who is conversant with technology and it 
is for him to tell about the benefits that can accrue to 
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t h e user or in other words he has t o supply the informa-
t i o n as t o how the product can be used. The c l i e n t has t o 
give the en t i re information vvith regard t o current ra t ing 
bracking capacity s tandardisat ion and a l l other points v/hich 
may in te res t the consumers. Then the way i t is to be ccmm-
unicated and media to be taken on the basis of t a rge t audi-
ence e tc . are for the agency t o suggest. Further, the 
number of inser t ions t o be made the amount of information 
t o be put in the ad. and the de t a i l s t o be kept and for 
the direct-mail ing e tc . are worked out through continuous 
discussion betx^een the c l i en t and the advert is ing agency. 
In case of a hair o i l , i t may be conmon to t e l l tha t agency 
knO'ws the uses t o Vi?hich i t i s put t o . But the same i s not 
an usual statement for a product l ike a i r c i r c u i t breaker 
developed with a new technology. The c l i en t has his own-
research engineers v/no developed the product for a specif ic 
i ndus t r i a l use. They are m.uch be t t e r equipped than anyone 
e l s e to t e l l the use for the product. But once the c l i en t 
does his part well and gives a l l the necessary inform^ation, 
i t is for the agency to plan the communcation and advert is ing. 
Neverthless i the interdependence between the c l i e n t and the 
ageoy is m.uch greater in case of the indus t r i a l product. 
Another important point to note is the difference in 
t he task given t o the advert ising agency in the case of an 
indus t r i a l product. Very often, v/hen a new consumer product 
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i s developed, the advert ising agency takes-up the task 
for creat ing a market. This means the crea t ion of a need 
which was otherwise, absent. An example can be the ins tan t 
noodles "Maggie", not much time back launched. But in 
case of indus t r ia l product the technological developments 
always follow the exis t ing needs. May be, ce r t a in things 
were ea r l i e r managed in a crude way without a t t a in ing the 
technical perfect ion. This need is follov/ed by research 
and development a c t i v i t i e s and ul t imately the new^  product 
i s brought out to sa t i s fy the indus t r ia l need. Take for 
exam.ple the equipment being used on f i r e prone areas and 
the industry operating than may be facing huge losses 
through damage to these equipments. At t h i s point the need 
e x i s t s t o avoid the losses and ensures greater safety. 
Now, a manufacturer comes out with a range of f ire-proof 
equipments. The introduction of these products f u l f i l s an 
ex is t ing need. Nov<j, the task is t o inform the prospective 
users of the equipments and convince them about the uses 
of these products. As mentioned e a r l i e r the users in case 
of indus t r ia l products being the technical people, su f f i -
c ien t technical information about the new product has t o 
be passed on t o sa t i s fy them v '^ith regard t o the usefulness 
of the product. In the se^cond stage, the users m.ay get 
motivated to t e s t the equipment only af ter tehy are s a t i s -
f ied with the technical information provided. To feed the 
customers with suff ic ient relevant information, the agency 
has - to receive a lo t of information froa the c l i e n t . This 
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i s where the give and take process s t a r t s . The agency, 
in case of indus t r ia l product has t o master the information 
in such de t a i l s tha t af ter a time i t should be able t o 
fashion i t s e l f as an extension of the c l i e n t . I t should 
speak the same language and think in the same wave-length. 
The task of an agency, handling the indus t r i a l account, 
i s not the creat ion of fresh needs or market. What i t 
"will be asked t o do will be t h i s : t o keep industry infor-
med, as quickly and as fully as possible, of the advantages 
offered by i t s c l i e n t s ' products and services - and these 
wi l l be, o£ course, the f ie ld of c l i e n t s ' unceasing research 
and developiient".*6. 
The JYOTI ad. mentioned e a r l i e r may again be refer red . 
The need for a small s ize LT Air c i r c u i t breaker with high 
capaci ty and giving be t te r protection and control of 
e l e c t r i c generators, transformers, motors, e t c , is some-
th ing which is already exis t ing . The indus t r i a l buyers may 
be waiting for the ava i l ab i l i t y of such a equipment. Now 
JOYTI has cone out with the product to sa t i s fy tha t need. 
The advertising agency is given the task to carry out the 
message to the buyers. In order to accomplish t h i s objective 
the agency is not only to say t h i s much. I t has to gather 
a l l possible technical information about the product. Than, 
i f required phase them out over inser t ion t o which the buyers 
*6 Micheal Harison, Technical and Indust r ia l publ ic i ty ( l l ) . 
ml 
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will be exposed. It may further reserve the information 
which will be fed through alternative media. Otherwise, 
it may decide to repeat the information through other media. 
It has to decide the primary media, support media and th6 
reminder media. The exact strategy to be adopted will 
definitely depend on the agency's capacity to understand 
the product and the market. Out of the several aternatives 
open, it has to choose one which is most suitable. This 
again will depend on the product, the exact requirement of 
the buyers, the people invol-^ d^ in taking the purchase 
decision, etc. The world of technology is so vast and 
industrial products vary from each other in so many point 
that the task of the advertising agency becomes a challenging 
one. 
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CHAPTER-IV 
INSIDE THE ADVERT ISING - AGENCY : 
The need for s p e c i a l i z a t i o n . The e s s e n t i a l s for handl ing 
t h e i n d u s t r i a l / t e c h n i c a l account : 
The l a s t s ec t i on was based on an e f f o r t t o analyse 
t h e r e l a t i o n s h i p between and i n d u s t r i a l a d v e r t i s e r and 
t h e a d v e r t i s i n g agency and t o f ind how i t i s d i f f e r e n t 
from the r e l a t i o n s h i p t h a t e x i s t s between the agency 
and other types of a d v e r t i s e r s . At l e a s t one poin t which 
emerged fron our s tudy i s t h a t i n d u s t r i a l a d v e r t i s i n g 
involves more p e r s p i r a t i o n by both the s i d e s . While the 
p a r t played by the c l i e n t is t o feed the agency with long 
d e t a i l s about the product , the p a r t played by the agency 
i s one of unders tanding, ana lys i s and moulding of t h e 
t e c h n i c a l d e t a i l s , a l l with the purpose, of formula t ing the 
r i g h t a d v e r t i s i n g s t r a t e g y . . T h i s c a l l s for g r e a t e r a d j u s t -
a b i l i t y and s p e c i a l i z a t i o n . 
The t a sk t o be accomplished by the a d v e r t i s i n g agency 
throws one p e r t i n e n t ques t ion . Since i n d u s t r i a l a d v e r t i s i n g 
involves t h e muster ing of t e c h n i c a l d e t a i l s , unders tanding 
of the t e c h n i c a l j a rgons , e t c . , should t h e execu t ives 
a s s o c i a t e d with t h e s e rv i c ing t h e i n d u s t r i a l c l i e n t and 
c r e a t i n g the i n d u s t r i a l adver t isements be t e c h n i c a l persons? 
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The answer to t h i s will def in i te ly be negative. The reason 
why the c l i en t approaches the agency i s not t o take the 
help of a technical team. The c l i en t has enough of them • 
under the r o l e s . The reason is t o take the help of profess-
ional advert is ing persons who can ccxnplanent t h e i r expert ise 
with the objective of the c l i e n t , in order t o crea te the 
most appropriate advertising message. Of course/ the 
executives concerned should have some elementary background 
' i n science and a knack t o understand overall product a t t r i -
buteS/ i t s uses and advantages. The indus t r i a l c l i e n t wi l l , 
no doubt prefer t o deal with an advert is ing person v;ith a 
proper grasp over technical subjects ra ther than technical 
person trying to bee one an advert is ing person. This gene-
r a l i s a t i o n stands on logical foundation. The pure technical 
person will have c lea re r understanding of the technical 
aspect of the product and quick grasp over the uses to 
which i t can be put. But he will lack SHkafexkHfes s u b t e l i t i e s 
of a r t which is the crux of the advert is ing business . I€iether 
consumer advertising or indus t r ia l advert is ing, ul t imately 
i t is aimed at flesh and blood human beings. This is where 
the ar t of creat ion cQnes in and t h i s i s the poiht where 
a l l types of advert ising converge. Whoever u l t imate ly takes 
pa r t in shaping the advertising message should have a keen 
ins ight in the buyers' mind. As mentioned e a r l i e r , the buyer 
for the indus t r ia l product may not always be the technical 
persons. The purchase decision may be taken at various levels , 
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The advert is ing person is to be ina posi t ion t o segment 
t h e ta rge t saafiifi audience. He should be capable of moulding 
message meant for different segments of the t a rge t audience. 
He should be able to think of the r ight appeal. Therefore, 
we can say that indus t r ia l advert is ing requires a blend of 
bas ic understanding of technical aspects and the a t t r i b u t e s 
of a c rea t ive mind. "Many a well t ra ined copywriter in 
whom the divine offetus will manifest i t s e l f at the more 
mention of the word ' b ra s s i e re ' will experience cQnplete 
c r ea t i ve paralysis at the mention of the word ' e l e c t r o n i c ' " . 
The brief introduction about the f iner aspects of 
handling technical advertisement lead us t o examine the 
kind of in terac t ion that takes place between an indus t r ia l 
"advertiser and the advertising agency. 
Sometimes, the lack of expert ise on the part of the 
adver t is ing agencies has led to a lack of understanding 
of the nature of the product or the ta rge t audience to be 
aimed at , and sometimes the f a i lu t e of the c l i en t to give 
due recognition and pres t ige to the crea t ive advert is ing 
people in the i r share of the xvork has spoiled the chance of 
c rea t ing the r ight advertisement. A case can be c i t ed wheee 
the advert iser wanted to advert ise for a nev/ly developed 
s t a i n l e s s s tee l coated s tee l p la te t o have special use in 
appl icat ions where corrosion is to be avoided. The agency 
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a f t e r i n i t i a l br ief ing entrusted the c rea t ive work to a 
group,fe® especial ly t ra ined and experienced with consumer 
adver t i s ing . The rough layout showed a t i t l e d headline 
naming the product and a prominent s tarbust in the corner 
t o give the spec ia l a t t r ibu tes and advantages of the 
product. The layout at the f i r s t glance resembled one 
t h a t could be conceived for a new detergent power. 
Obviously, i t was rejected by the c l i e n t . This shows one 
s ide of the s tory . The suggestion of the agency is always 
subject to the approval of the c l i e n t . But caning to the 
other side, one can easi ly see the potent danger. In the 
adver t is ing game, i t is the c l i en t who holds the f inal 
word. The technical team from the c l i e n t ' s side should 
always have the proper appreciation of the professional 
exper t i se rendered by the advertising personnel. But, 
unfortunately in many instances the technical persons, 
though the i r posi t ion in an indus t r ia l organization are 
able to impose t h e i r view, the general tendency might be 
t o cl^lster up the advertisement with long technical de t a i l s 
about the product, without an eye to the t a rge t audience 
who are expected to receive these messages. The r e su l t i s 
t h a t the ent i re message becomes uninteres t ing and dull 
and loses the meaning and purpose for which i t is created. 
The/ essent ia l aspect of indus t r ia l advert is ing i s , the re -
fore , a close group work between the c l i e n t and the agency. 
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The other important aspect relates to the capability 
of the agency to handle technical advertising. For 
every company there is somewhere, the right advertising 
waiting, but it does not follov/ that it will always see 
the light of the day. '*ether it does or not depend on 
a number of factors and number of people. There is 
certainly more chance of the really sparakling adver-
tisement appearing if there exists a sound understanding 
betv/een agency and advertiser, each party respecting the 
other for its specialized knowledge.** 
With this we ccme to take a closer look at the task 
of the advertising agency handling industrial advertisements, 
It is canmonly taken tha.t a good creative person who has 
proved his worth in the field of cons\jmer advertising can 
do as well in industrial advertising. It may be pointed 
out here that the two types of advertising have two 
different approaches. At least this point has been made 
clear in the course of our analysis. Each of these branches 
has its own special aspects which calls' for specialization 
The copywriter with proved experience and excellence in 
consumer advertising field may bee one an utter fail\ire^  
while given to handle an industrial copy. The same can 
also be said about the servicing executives. It is very 
rare to find persons who can handle both these sides of 
advertising equally well. The need is not only for having 
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an understanding of the technical aspect but a lso for 
possessing the r ight knack and spontaneous involvement. 
Unless the r ight type of person with the agency are given 
t h e scope to develop t h e i r expert ise in handling indus t r i a l 
advertisements, the ra t ing of ,the agency will remain poor 
in the eyes of the c l i e n t s . Therefore, there i s need for 
every advert is ing agency, handling indus t r i a l accounts, 
t o develop within i t s e l f a group of people specia l iz ing in 
t h i s branch. In developed countries there has been the 
growth of special ized technical agencies who concentrate 
t o t a l l y on indus t r ia l accounts. In the absence of t h i s a 
separate section within the agency can always be allowed to 
develop. "I'/hat is always - or nearly always - forgotten in 
t h e claim that a general agency can handle a t echnica l / ind-
u s t r i a l account as well as i t can handle consumer or consumer 
durable i s that a l l agencies can handle technical account 
only in a technical way. In p rac t i ca l terms t h i s means tha t , 
so long as the technical account is included in the b i l l i n g , 
so long must the agency - no matter on what type of account 
i t s main a c t i v i t i e s are based - service the technical account 
with personnel ei ther technical agency - t ra ined or t echn i -
c a l l y t ra ined to handle th i s specif ic account". 
Developing a group of s p e c i a l i s t s is of specif ic 
importance keeping in mind the type of task entrusted t o 
the agency. In case of indus t r ia l product, advert is ing has 
- 3 7 -
got a ro le quite different frOn that of consumer product. 
The task here is not to create the response leading t o 
out r ight sa le of the product. Cons\;imer product are avai lable 
in the shelf but indust r ia l products involve di f ferent 
purchase mechanism. Here the ro le of advert is ing is t o 
publ ic ize and to reform the buyer. The function is to create 
an i n i t i a l awarness or background a t t i t u d e . This i s t o be 
ca r r i ed on further by d i rec t mail shots and f ina l deals may 
be through the efforts of sales force and demonstrations. 
Advertising is the means to back up other e f fo r t s , Sonetimes^ 
where the purchase involves the public i n t e r e s t , advert is ing 
can create favourable public a t t i tude while the decision 
makers take the favourable purchase decision. There are 
four basic to les v/hich can be played by the indus t r i a l adver-
t i s i n g . 
To inform and publicise the inher/ent technical qua l i -
t i e s of the product. 
To prepare the customer to l i s t e n to the sales force or 
to motivate buyer t o contact the sales d iv i s ion . 
To convince the customer about the technical capab i l i ty 
of the manufacturer to give the r igh t product. 
- To sa t i s fy the advert iser on the prudence of undertaking 
the advert ising campaign. 
As we have seen, the indus t r ia l advert is ing i s not the 
f ina l thing leading to action by the buyers. I t , i s only a 
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from concept to commsssioning 
and have to their credit— 
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- 3 8 -
pa r t . o f the en t i re mechanism. This may be the j u s t i f i c a t i o n 
given for the argument that indus t r i a l adver t is ing accord-
ingly s l ides down in the scale of importance in comparison 
t o consumer adver t is ing. Because of t h i s , i t can be said 
tha t there is l esser challenge for the adver t is ing persons 
in t h i s sphere. But the r ight approach is t o look at t h i s 
fran another angle. The d i f f i cu l ty encountered is the 
challenge faced. The purc?iase process of indus t r ia l equip-
ment is more complicated because i t involves higher expen-
d i t u r e for the buyer and i t i s purchased t o aid the process 
of production. The task of the agency becomes more challeng-
ing because, to have the r ight foothold, the agency's part 
wi l l not Only be to create the ad. but a lso to provide the 
e n t i r e chain of s t rategy for the ul t imate sa le of the product, 
The c l i en t i s also not l ike ly to derive the ful l benefi ts 
fran engaging an agency unless the agency i s competent 
enough to provide the whole chain of services which include 
t he following : 
1, Suggestion for Marketing Policy : 
Formulation of the basic marketing objectives i s a 
function of the c l i e n t . But offering the r igh t advice in 
drawing the marketing s trategy can be given by the agency. 
Here the advice means suggestions which can a l l ev i a t e the 
task of the sales force. 
-39. 
2, Marketing Research : 
The agency should be ccmpetent enough t o undertake 
e labra te market studies for the product. I t should be in 
a posi t ion to identify the purchase decision - makers, the 
a t t i t u d e and exact need of the buyers, the pos i t ion of the 
competitors e t c . Sometimes, the agency may not be in a 
pos i t ion to conduct the market research on i t s own. In 
these cases i t has t o frame the outl ines and the requirements. 
Then i t should have the conpetence of chosing the r igh t 
organisat ion t o be hired for the research job. 
3 . Public Relations : 
Often, the pronotion of a product may require elebc© 
r a t e public re la t ions support. The .agency should be in a 
pos i t ion to recommend a l l public re la t ions measures tha t 
can be undertaken. In case the c l i en t has i t s public r e l a t -
ions set up, these will be specia l ly handled by them. Other-
wise the agency may be cal led in to organise the a c t i v i t i e s 
'which may include saninars, lectures and workshops. I t may 
a l so include the r ight press re la t ions and ed i to r i a l cover-
ages in various technical journals and organize press confer-
ences. Another important mediijm is the t rade exhibi t ion. The 
pa r t i c ipa t ion in a l l important exhibit ions are to be en-
sured. The agency should be competent to give the suggestions 
in advance. In case of exhibi t ions, i t should be competent 
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not only to suggest but also to execute the job. Here it 
can hire expert help not only to suggest but also to 
executjE^ i:^  the job. Here it can hire expert help and provide 
the necessary audience. One important thing is to see that 
the same team of copy writers and creative personnel are 
engaged to ensure the uniformity in the strategy. 
4 . Advertisements : 
As we have seen t h i s is the area where the en t i re 
wC>rk r ight from the s t rategy, creat ion, to implementation 
through buying of media is with the agency. Since t h i s i s 
our main topic of discussion we need not elaborate i t here . 
5 . Li tera tures : 
The production of the l i t e r a t u r e s i s an area, where 
the technical advert is ing team should have the^ required 
exper t i se , of course, t h i s i s a part which i s covered 
under public re la t ions function. Very often, the requ i re -
ment cones for producing l i t e r a t u r e s at very short not ice . 
The agency should have the necessary resources to execute 
such jobs. 
6 . Direct Mail : 
This is an important part of the en t i r e marketing-
mechanism for an indus t r ia l product. The ro le of the d i rec t 
maii is coriplanentary t o tha t of the adver t i s ing . Therefore, 
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the agency should be able to suggest the exact conbination 
of the two methods. The strategy for the direct mail shots 
should be separately worked out. But in timing, message 
get-up etc. it should have the link with the advertisements 
in order to make the message effective. 
7. Advice on Danonstration : 
Sometimes, the agency may be asked to give the 
suggestions for formulating' the strategy for action through 
the sales force. Since this has also a direct link with the 
advertising and direct mail strategies, the agency may 
have to produce separate literatures for the sales force 
and also draw the schedule for demonstration in different 
locations to suit the need. 
As v/e have seen from the above, the task of the 
agency may be to provide the entire capsule service rather 
/ 
than to create the advertising alone. This is inveriable 
different in the case of consumer products, where the role 
is generally limited to advertising alone. From this arises 
the need for specialization on technical accounts. The 
client will, no doubt prefer the agency which has the 
competence to provide the package service. Here again the 
result can be measured easily and this opens the challenge 
for the undertaking industrial advertising. A m.ention of 
the entire task of the agency was made to highlight the 
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importance and challenges of industrial advertising. Now vie 
may again go back to our main point of attention. 
From our preceding discussion it may look convincing 
from professional angle/ that there are better challenges 
involved in the industrial advertising. But the general 
grumbling made by the agencies is that, how does one account 
for the small budgets for the industrial advertising, which 
means lesser interest in the account looking at it fron the 
financial angle. Ultimately the agencies are in business to 
make money. The professional satisfaction will not feed 
hungry stomachs. Here it can be pointed out that the respon-
sibility of allocating sm.aller budget for industrial adver-
tising is more with the agencies than with the advertisers. 
The industrial accounts have been given lesser attention 
because of the cexplications involved in it. Besidesgi the 
development of the expertise to provide the entire package 
service has not been there. It is for the agencies - the 
professional experts - to create the right awareness with 
the clients about the importance of industrial advertising. 
Only as the clients realise and pay more attention, will be 
bigger allocation of funds follow. To create the awareness 
about the importance of advertising,the results are first to 
be shown. This can only be done by developing specialists, 
within the agencies rather than mixing up all types of adver-
tisements in all in one ad. persons. 
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The industrial advertising involves a long chain 
of sequences right frctn the point when the client decides 
to advertise/ to the fishing point when the advertisement 
appears in print. The evolution of the right advertisement 
will need repeated discussion between the clients side, 
the servicing personnels, the creative people and the media 
planners. Again, v/e are back to the theme of greater chall-
enge involved because of more difficultdes faced. 
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CHAPTER-V 
THE CREATION OF INDUSTRIAL ADVERT IS EI4EIOT : 
The s p e c i a l t r e a t m e n t needed f o r i n d u s t r i a l ad . 
C o n t e n t s of an i n d u s t r i a l a d , ' 
S tudy of a few of t h e r e c e n t a d s . 
- A d v e r t i s i n g a nevi p r o d u c t and an e s t a b l i s h e d p r o d u c t . 
Use of knock ing copy, g e n e r i c a d v e r t i s e m e n t and i n d -
u s t r i a l i n s t i t u t i o n a l a d v e r t i s e m e n t s . 
SPECIAL TREATMENT NEEDED FOR INDUSTRIAL AD. 
The i n f e r e n c e s regax-ding t h e p l a c e of i n d u s t r i a l 
a d v e r t i s i n g , t h e r e l a t i o n s h i p be tween t h e c l i e n t and t h e 
agency , t h e o r g a n i s a t i o n of t h e a d v e r t i s i n g agency hand -
l i n g i n d u s t r i a l a c c o u n t p r o v i d e t h e b a c k g r o u n d . Now we 
a r r i v e a t t h e c r u x of t h e s t u d y . The a c i d t e s t t o show 
t h e s u c c e s s or t h e f a i l i r r e of an i n d u s t r i a l ad . depends 
on t h e q u a l i t y of t h e ad . c r e a t e d . 
The q u a l i t y of t h e ad . depends a g r e a t d e a l on 
t h e q u a l i t y of t h e p e o p l e i n v o l v e d and e x p e r t i s e deve loped , 
The i n d u s t r i a l copy v , r i t e r s , v i s u a l i s e r s and a r t d i r e c t o r s 
d i f f e r f r a n t h o s e h a n d l i n g consumer a d v e r t i s i n g . With a l l 
t h a t we have d i s c u s s e d , t h e agency h a n d l i n g i n d u s t r i a l 
a d v e r t i s i n g may have t h e n p o s s e s s a g roup of c r e a t i v e 
s p e c i a l i s t s i n t h e f i e l d . From t h e a g e n c y ' s a n g l e , i t may 
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be s a t i s f i e d with t h e i r background and capab i l i ty t o 
understand, analyse and create technical copy and v i sua l . 
Now the question i s , is tha t suff ic ient t o make a good 
indmstrial ad.? The answer is in the negative. Before 
a r r iv ing at the c r i t e r i a for a good indus t r i a l adver-
t isement, we must also take a look from the c l i e n t ' s 
s i d e . The c l i en t is obviously not in te res ted in how good 
the understanding cf the products or the in t e rp re ta t ion 
of technical de t a i l s by the agency is? The c l i e n t ' s 
u l t imate in t e res t is in se l l ing fhe product or generat-
ing the necessary in t e res t in the buyers, so tha t they 
get more enquiries for de ta i l s or more requests for 
demonstrations. 
Now we ccme to the finer aspects of indus t r ia l 
adver t i s ing, where the function of the copy i s not t o 
inform and publ ic ise only but t o convert the technical 
information in the most su i tab le way and t o include i t 
through such wordings and phrases that the advert is em.ent 
wi l l generate the in t e res t and motivate the buyers for 
taking a step towards purchase. In other words, i t should 
have a se l l ing power. Imparting t h i s power t o the ad. i s 
t h e challenge faced by the technical c rea t ive group.^ The 
br ie f of the technical advert iser reaches the technical 
copywriter through two channels. One is the de ta i led note 
of the technical personnel v i^en the innovations are made 
Or new product is produced. This includes a l l technical 
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d e t a i l s of the process of production, the composition 
of the product, the technical advantages which the product 
can offer in i t s uses and the various use t o which the 
product can be put. Another source may be the public 
r e l a t i ons or the publ ic i ty department of the c l i e n t , who 
tone down the highly technical matter t o make i t simpler 
and on the brief with few addit ions, taking in to account 
t h e publ ic i ty view poin t s . In e i the r case the matter remains 
remote to common understanding. The copywriters ' task 
v/ill be to give i t the shape v/hich is d iges t ib le and at 
the same time impart the se l l ing power in to i t . For doing 
t h i s , the copy writer needs a very kla thorough understand-
ing of the objectives and de ta i l s of the advertisement. I t 
i s therefore, of utmost importance for him to be personally 
present during the f i r s t briefing session of the c l i e n t . 
The same is t rue for other persons involved in the c rea t ive 
work. In case of consumer advert is ing, i t may be good 
enough to have the contact person as the via-media between 
the c l i e n t and the c rea t ive group and s t i l l come out v/ith 
most successful advertisement. But t h i s is a s i tua t ion 
almost unthinkable in case of indus t r ia l adver t is ing, 
where a l i t t l e lack of understanding or gap in ccromunica-
t i o n can have hazardous effect on the qual i ty of the ad. 
f i n a l l y created. 
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Another d i s t i nc t i ve feature of the c r e a t i v i t y in 
t he indus t r ia l advert is ing is tha t i t should not be 
conceived as a s ingle inser t ion advertisement. In 
order to have any impact i t should mean a campaign. 
(Please see chapter seven). One can think of a s ingle 
inse r t ion advertisement in the case of consumer adver-
see 
t i s i n g . (Please/the fidvertisement on the following page.) 
But the accent has to be different for the indus t r ia l 
product. The role of indust r ia l advertisement is the 
i n i t i a l c learing of the way, so tha t other efforts can 
smoothly follow. In the next place i t is meant t o moti-
vate hardcore technical people a l so . Lastly, d i f ferent 
segments of the decision-makers are to be delibered with 
t he massage in different ways. All these factors ru l e out 
the single inser t ion advertisement comcept. "Everyone 
concerned with an account on the t echn ica l / i ndus t r i a l 
s ide should remember that the "one-off" advertisement 
simply has no place in t echn ica l / indus t r i a l advert^sing-
and here, surely, is where the difference between tech-
n i c a l / i n d u s t r i a l and consumer advert is ing is most apparant. 
As John Donne said of men, so we can say of any t echn ica l / 
i ndus t r i a l ad. t ha t no ad. is an island, en t i r e of i t s e l f , 
but that every ad. i s a part of the continent , a very 
piece of the main. Every ad. should be planned, conceived 
and executed as an important and indispensable stage is a 
progressive se l l ing pat tern"*?. 
*7 Michael Harrison, "Technical and Indust r ia l Publici ty(6l) 
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Therefore/ the ad. should have its link with the 
other efforts. It can never be conceived in isolation. 
This principle may sometimes be true for the consumer 
advertising. But in case of industrial advertising there 
can be no deviation. Of course, to what extent the differ-
ent elements leading to sale of the product are to be 
stressed and complemented is a matter of strategy depend-
ing On the product and the market. 
Content of an Industrial Advertisement : 
The framework of an, industrial ad. has been discussed 
at length. 'What should then be the content? Should the 
copy be long, descriptive, direct and informative or should 
it be indirect, attention-getting, brief and interesting? 
Should the visual be direct showing the product or should 
it be away from the topic dravjing the attention? Should 
there be gimmicks or not? Should the industrial ad. be 
informative of price of theproduct? Can there be knocking 
ad. for industrial product? Should the advertisement effort 
be to build up a name for the company giving it an unique 
image or should it talk exclusively on the uniqueness of 
the;g5 product? The ansv/ers to all these may not be simple. 
All that can be done is to take a closer look at all those 
aspects and then draw;^  on the existing scene to evaluate 
wherever possible. 
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The length and pat tern of the copy matter is one 
which has been a matter of severe controversy. There are 
d i f ferent l ines of opinions held on the matter . One l ine 
i s taken by those who s t ick t o the old l i ne of thinking 
so popularly associated with David Ogilvy. They hold tha t 
technical advertisements are meant to be read by hardcore 
decision-makers whose srole intent ion is to look for things 
which v/ill liltimately help than in the i r product or process 
They are the persons, not to be influenced by gimmicks. 
They look for information and appreciate message which are 
d i r e c t and served t o them s t r a i g h t . In a way they are 
skept ica l of the gimmicks. In order to cater to these 
audience/ the advertisement should have long and infoirma-
t i v e copy. I t should spel l out the relevant technical 
d e t a i l s which will aid the production process of the buyersV 
industry and the benefi ts that can accrue to him as a r e su l t , 
Those who take to the other l ine of thinking feel 
t ha t the concept of long descr ipt ive copy is out moded. 
I t may have been sui table and benef i t t ing for the time in 
which Ogilvy led the ad. scene. There-v/ere lesser ccanpeti-
t i o n and anyting in pr int in teres ted people to some extent . 
But the modern day scene is d i f fe ren t . With the adver t i se -
ment explosion the readers ignore the ads. In the pr in t 
medium, every ad. competes with the others to draw the 
a t t en t ion of the reader . The f i r s t important thing for any 
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ad. i s t ha t , i t should draw the a t ten t ion of the reader . 
The visual i s also t o be planned accordingly. The copy 
a l so should not be too long and de ta i led . This they thing, 
makes the aid. a dull reading matter . There are again others 
who agree with the a t tent ion get t ing methods to be used 
but they s t ick to the pr inciple of long and deta i led copy. 
(Please see chapter-7 for such campaign) . 
"Seme of the basic rules for constamer goods 
advert is ing are jus t not val id for indus t r i a l products. 
Take for instance, the length of the tex t or copy. I t is 
general ly believed that copy must be short in advertisement 
for consumer items such as soaps and c i g a r e t t e s . Because v/ho 
reads the copy anyway? Product differences are small, and 
so is the importance of product information given in the 
copy. Moreover, scoaps and c igare t t es cost l i t t l e , and one 
brand can be eas i ly replaced by another^ Not so with indus-
t r i a l goods. Industr ia l buyers cannot take chances with 
m.achinery or mater ia l s . They cost a great deal of money, and 
affects the qual i ty of manufacturer's operation and affects 
t he qual i ty of end-product. 
Therefore, once the readers ' a t tent ion has been drawn 
and his in t e res t aroused, indus t r ia l advert is ing copy can be 
as long as is necessary to t e l l him a l l about the product -
i t s speci f ica t ions , i t s advantages, e t c . "in his language",*8 
*8Sanat Lahir i , "The ro le in indus t r ia l marketing", 13th 
Asian advert is ing congress supplement. Business, India, 
7th September, 1982. 
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Now to examine with an open mind, i t can very well 
be said tha t the debate and controversy is i ne s sen t i a l . 
I t may only be of academic value. The indus t r ia l ad. l ike 
any other ad. has t o accomplish ce r ta in basic t a sks . I t 
may be designed as a step to increase the enquiries and 
demonstration of the product or i t may be a step for crea-
t i ng the i n i t i a l awareness clear ing the way for the sa les 
force or i t may be a step s t ra igh t r e su l t ing - in increase 
of s a l e s . The objective of the advertisement will depend 
on several fac tor? l ike the type of the product, the type 
of the buyers, the price of the product, the importance of 
the product in the buyers' production process e t c . t"/hat the 
v isual and copy should be is also to be decided to accompli-
sh the objective of the ad. There can be products where the 
u t i l i t y and qual i ty is of utmost importance and the decision 
makers may be persons who would be in te res ted in the tech-
n ica l de t a i l s of the sophist icated manufacturing process of 
t h e product or the exact proportion in which the di f fernt 
ingredients go into making the product. All tha t he will be 
in te res ted in i s , the usefulness. Here the pr inc ip le of 
running a long technical copy may be i ne s sen t i a l . The 
same may hold for a number of other products v/here the 
expenditure involved is small. In these cases the purchases 
may sometimes be made in similar l ine as done for consumer 
products . In contras t there can be other indus t r ia l products. 
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f or which pijrchase decision makers will be technical 
people dispersed in different parts of the country. It 
will be difficult and uneconomical to reach them through 
sales force. In these cases an ideal pattern is to run 
long and descriptive copy informing the buyers all aspects 
of the product. There can be some other products which are 
highly technical and buyers are likely to go into minute 
technical details and evidence of performance of the 
product. In these cases direct mail and efforts through 
sales force will be of importance. In spite of the adver-
tisement in what-ever length, there will be lot more infor-
mation required by the buyer. It may be advisable here to 
run an average - length copy highlighting most important 
aspects of advantages, which may generate interest. Further 
details are to be given through direct mail shots and 
sales-force. Similarly the media to be used may also affect 
the length and details of the copy. The advertisement meant 
for technical journals may have to carry very detailed copy, 
since the target audience is specifically the technical buyer-
s. In technical giagazines the ads. are generally gone 
through in details. If the ad. is meant for main line dail-
ies, it may have to be given a different treatment, with a 
marked reduction of technical jargons. Therefore, we can say 
that there cannot be any fixed principle which can be taken 
as the unalterable basis for creating industrial advertisement 
We can refer to a series of industrial advertisement to 
Hie strongest of the speties 
is known by ifs stripes 
Advettiser.ent using Attention - get t ing visual v.dth 
; a l l da t a i l s needed in Industr ial . Advertising in Semi-
Technical Language. 
:and 
•RCORD 
1 nai S UUniop iviaxmt; ruiycaici 
Cord Vee Belt for you. 
Muscle and might to win the fight 
What makes Dunlop Maxlife the 
most powerful breed of vee belts is all 
that goes into it. 
The toughest polyester cord 
available internationally, made to 
Dunlop's exact specifications. 
Matched by the most rugged polymer 
compounds created by Dunlop, the 
leaders in polymer technology for 
over 30 years. 
Every batch of polyester and every 
ingredient of the polymer compound 
are checked and re-checked on 
oaten or iviaxine [iieaburea up lu 
Dunlop's stringent quality standards. 
Random samples of finished belts 
from each batch undergo 
accelerated tests on specially built 
test rigs. All to ensure you get the 
best value for your money. 
Survival of the fittest 
It is in the long run, on the most 
demanding drives that Dunlop Maxlife 
shows its true mettle. 
With greater length stability and 
virtually no shrinkage in storage, with 
protection against snapping or failure 
under shock, Dunlop Maxlife means 
no power loss, no downtime. The 
)eand 
The Advertising Manager 
Industrial Products 
Dunlop India Limited 
57BMirzaGhalib Street 
Calcutta 700 016. 
JI/IAMUF£ 
POIYESTBRCORD 
Excellence in polymer ei^ine&ing 
DIP-5595 
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analyze them from the creat ive angle and t h i s will also 
help us to see how these cannot be any water- t ight 
compartment fixed for visual and the copy. See chapter-VII. 
Few things can be noted from the analysis of general 
types of indus t r ia l adver t is ing. F i r s t of a l l / the gimmicks 
do not have much place in such advert is ing, although they 
may be invariably used in case of consumer adver t i s ing. 
In case of indus t r ia l advert is ing, use of gimmicks will 
no doubt reduce the. c r ead ib i l i t y of the ad. However, in a 
way a t ten t ion drav;ing visuals can be created wherever they 
wi l l su i t the need. (Please see the advertisement on the 
following page.) 
But, when one comes to the body copy, i t has t o r e l a t e 
t o s tark f ac t s . This is because of the fact t ha t , while' 
consumer products may often be purchased through impulse, 
indus t r i a l products are purchased for t h e i r usefulness. 
However, in one extreme, when the type of indus t r ia l product 
comes nearer to the consi:imer product, the approach can 
include some elements which resemble those used for the 
consumer product we can term these advertisements as semi-
technical advertisements. In a subsequent section while deal-
ing with case studies we can observe these features in 
fur ther d e t a i l s . In the other extreme can be the highly 
technica l , highly sophis t icated and highly priced indus t r ia l 
products for which the buyers are so l imited tha t ad. is 
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re lega ted t o a t e r t i a r y s ta tus following the personal se l l ing , 
management to management deals and di rec t mail shots,. Ad. 
in these cases are sometimes used only for announcing the 
introduct ion of the product. (Please see advertisements on 
t h e following pages) . 
The biggest challenge in indus t r i a l advert is ing is 
t he analysis of the product and the market in t h e i r raght 
perspective and the decision for the v/eightage t o be given 
t o advert ising compared to other elements of marketing-mix. 
Whereas, in consumer products v;ith a wide market, cidvertising 
plays a lead role , in case of indus t r i a l products the ro le 
wil l vary depending on the marketing doj ecise , the buyers 
and the product, '^ flien the product is highly technical , 
advert is ing shrinks to pleiy a support ro le , the l imelight 
being stolen by other methods. The effectiveness of adver-
t i s i n g for indus t r ia l products, depends on hov? c lea r ly i t 
i s conceived not as an independent en t i ty but as a l ink in 
the overall marketing mechanism. Because of t h i s , the ad. 
persons ro le is no more l imited to advert is ing alone, he 
has to understand the ent i re marketing mechanism in greater 
d e t a i l s , 
Nev/ Products : 
The creat ive approach for indus t r i a l advert is ing 
var ies fron product to product and stage to s tage . The 
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approach in case of introduction of a product i s qui te 
d i f ferent from that taken for an establ ished product. 
The introduction of a new product v/ith new innovation 
obviously has t o highlight the new technological innova-
t i o n . The advertisements for such innovations have d i s t -
inc t advantages because of the nev/s valuel Every reader 
i s conscious t o the ever-changing technical world around 
him. Any news of new technology or inno^/ation wil l a t t r a c t 
the readers ' a t ten t ion , since he alvrays craves t o update 
his knowledge about the l a t e s t technical innovation, wheifeev 
he is ul t imately the buyer or not. However there i s one 
mistake vmich is l ike ly to be comm.itted on such adver t i -
sements. The creat ive man always is tempted to go on 
l i s t i n g the advantages offered by his prod.uct and ccmpare 
i t with the conventional a t t r ibu tes of the a l t e rna t ive 
products . Such announcements are most often taken as the 
opinions of the adver t isers , unless the buyer t e s t s i t 
for himself. Once he t e s t s and feels tha t any of the claim 
i s not t rue the.n the future c r e d i b i l i t y of the adver t iser 
in the eyes of that buyer will be at s take, " '^hese infor-
mations can have be t te r impact if fed through follow-up 
l i t e r a t u r e s . A be t te r angle to take is t o describe the 
exact nev^r uses of the product which will benefit^ the buyers 
in t h e i r production and operation. Reinforced by technical 
j u s t i f i c a t i o n , t h i s can have greater c r e d i b i l i t y . The next 
point to be s tressed is the a v a i l a b i l i t y of the product. 
(Please see ad. no. Q. ) . 
Advertisement ca l l ing for consumer response at highly 
technical s^ ^Tnposiijm and these ads. , playing the ro le 
of announcing such f a c i l i t i e s . 
P^S- N o . 6% 
Machinery and Accessories}, cooperate to 
hold technical conferences and catalogues' 
exhibitions of Italian wood Working 
Machinery as per the following 
programme-
Bombay ; 3-4 December, 1984 
Bangalore: 7-8December, 1984 
Calcutta : 10-11 December, 1984 
NewDelhi: l3-i4December,i984 
The conferences will be headed by:-
- incomac S.a.s. - Cibenimpianti s.p.A. 
For further Information do not hesitate 
to contact: 
Italian Trade Commission 
Nirmai Building, 2ist Floor, 
Nariman Point, Bombay 400 021. 
FSA 
Italy, one of the largest and most advanced 
contributors to the textile industry in Europe 
now offers the Indian industry a comprehensive 
review of its very wide range of machinery. The 
range covers machinery for every part of the 
textile manufacturing process. 
From complete cycle plants, to individual 
machines—equipment for the processing of 
chemical fibres, machinery for spinning. 
weaving, dyeing, finishing and printing.Knitting 
and hosiery machines, and units for washing, 
dyeing and ironing of fabrics. Automation and 
control equipment. 
Total and accurate technical assistance is the 
prime reason for the success of Italian 
manufacturers. Experts in every operational 
process are constantly in touch with their 
customers, to provide the necessary 
combination of the very latest equipment, 
backed bya total'service. 
Italy's Association of Italian Producers of 
Machinery for the Textile Industry (ACIMIT) has 
been actively promoting meetings between 
Italian manufacturers and buyers, both within 
the country and abroad. One such opportunity 
will soon be offered to the Indian textile 
manufacturers. However, if you are Interested in 
further information on Italian textile machiner/, 
we would be happy to provide this for you. 
From Italy! 
The widest spectrum of machinery for 
, India's textile industry. 
High-insertion speed Alr-1 
weaving machine. Its advan 
technology allows for multli 
wef t insertion (upto four wef t colours). 
international Textile Engineerii 
Symposium 28-30 Nov,'84 
Leading Italian textile manufacturers ti 
participate: 
— SavioCognetex 
— MeccanotessileS.p.A. 
— SperottoRimarS.p.A. 
— OctirlndustrialeS.p.A 
For further details and information, 
please contact: 
The Italian Trade Commission 
Nirmal Building 21st Floor 
Nariman Point Bombay 400 021 
A section of the revolutionary Italian 
loom — a multi-phase weaving 
machine, suitable for production of 
plain fabrics. Picture shows wef t yarn 
being taken from bobbins and 
inserted into the sted. At low and 
constant tension, this allows weavers 
to use even standard — not 
particularly strong yarn. 
Catalogues of Italian Textile Machinery will be on display at the ITME m - Stall No. 20. From Dec. 1 - 1 0 , '84. 
FSA 
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L a s t l y , i t s h o u l d men t ion t h e a d d r e s s t o v;hich 
one s h o u l d v.arite f o r f u r t h e r i n f o r m a t i o n . Here i s t h e 
r e a l c h a l l e n g e i n c r e a t i v i t y . The copy s h o u l d a r o u s e 
enough i n t e r e s t and t h e r e s p o n s e s hou ld be t h r o u g h a s k -
i n g f o r f u r t h e r i n f o r m a t i o n . To make t h e t a s k e a s i e r 
coupons can be b u i l t i n t o t h e a d v e r t i s e m e n t s . The 
l i t e r a t u r e s h o u l d go i n t o a l l t h e r e l e v a n t d e t a i l s v/hich 
c a n be of t h e i n t e r e s t t o t h e b u y e r . I t i s a m i s t a k e t o 
jam a l l t e c h n i c a l d e t a i l s i n t h e a d v e r t i s e m e n t . T h i s 
makes t h e a d v e r t i s e m e n t d u l l . The i n d u s t r i a l b u y e r s a r e 
g e n e r a l l y b u s y p e r s o n s and a r e l e s s l i k e l y t o go t h r o u g h 
t h e long d e t a i l s . However, i f i n t e r e s t i s a r o u s e d , t h e y 
c a n always i n s t r u c t t h e i r s e c r e t a r i e s / a s s i s t a n t s t o 
a s k fo r t h e l i t e r a t u r e wiiich t h e y can go t h r o u g h a t 
t h e i r l e i s u r e . The most . important f a c t i n t h e s e i n t r o -
d u c t o r y a d v e r t i s e m e n t s i s t o s t i c k t o f a c t s . I t i s 
h a z a r d o u s t o be swayed away by t e m p t a t i o n and t o h i g h -
l i g h t c e r t a i n p r o d u c t q u a l i t i e s which c a n n o t be proved 
l a t e r on. I n consumer a d v e r t i s i n g , t h e a d v e r t i s e r can 
smooth s a i l w i th f a l s e p romises made i n t h e a d v e r t i s e m e n t s 
These a r e g e n e r a l l y p romises w i t h s u b j e c t i v e a p p e a r . But 
i n i n d u s t r i a l a d v e r t i s i n g such a t h i n g w i l l damage t h e 
r e p u t a t i o n of t h e a d v e f c t i s e r , 
£ STABLIS HEP PRODUCT : 
The approach t o be t a k e n when c r e a t i n g t h e ad . 
f o r an e s t a b l i s h e d p r o d u c t c a l l s f o r g r e a t e r c r e a t i v e 
I n d u s t r i a l ad. annoiancing New Products and t h e i r a p p l i c a t i o n s 
f Or Market. ' ' • 
IT'S HAPPENED ABROAD. 
EIKO IS MAKING IT HAPPEN IN INDIA. 
Computers. 
Computer Software. 
Word Processors. 
Even Colour TV. 
All at affordable prices. 
This is what Eiko is making 
possible here in India — 
and without cutting 
corners. 
All these products are 
backed by: 
D State-of-the-art 
technology. 
D Components and 
peripherals from the 
world's best. 
D All India marketing 
network. 
D Good software support. 
What's more.., 
Eiko operates with: 
n Streamlined production 
facilities. 
D Sophisticated R&D, and 
has: 
D A sound financial base. 
Eiko. 
Bringing the future to you. 
Today. 
Computers • Software • Word Processors • Colour TVs. 
Eiko Sales Pvt. Ltd. 
Com outer Division 
Marketing Head Office: 10/5 Lakshminarayan Complex, (5tti Floor), Palace Road. Vasanlhnagar, Bangalore 560 052. Phtone: 70363. 
Regiona! offices at Bombay, Oelfii, Madras, and Bangalore. 
Representations at Ahmedabad, Pune, Jaipur, Kanpur, Cocfiin, Hyderabad, Coimbatore, Hubli and Gauliati. 
EC-1-84 
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s k i l l . 'These advertisements do not carry the b u i l t - i n 
.response of the ads, on new product - innovations i n t -
roducing new technology! This throws s t i l l greater 
challenge to the creat ive people. Here obviously the 
accent has to be on high c lass c rea t ive layout and 
c rea t ive copy. The general temptation in these adver-
tisements is to take the test imonial approach. Very 
often the test imonial approach used in the streotyped 
v;ay makes the advertisement dull and of low qua l i ty . 
Testimonials should be avoided unless the customer rea-
l l y has a national or in ternat ional image. The indust r ia l 
buyer is more impressed by novelty. The successful use 
of tes t imonials depends on the quali ty of c r e a t i v i t y . 
(Please see ea r l i e r ads.) 
Knocking Copy : 
The temptation to create i n t e re s t in advertisement 
may sometimes lead to unethical pract ices even in ind-
u s t r i a l adver t is ing. There is sonetimes the p o s s i b i l i t y 
of ads. fa l l ing into such categories , even if the copy-
wri te rs do not r ea l ly have such in ten t ions . In other 
count r ies , the elaborate codes of advertising prac t ice 
puts an embargo on knocking copies . A careful watching 
of the Indian advertising scene will bring many cases 
v;here such norms are v io la ted . 
- R , q -
"There are various p i t f a l l s tha t the unwary in 
adver t is ing can f a l l in to preparing an advertisement, 
eg . , in drav/ing up what might seem to be a perfec t ly 
s traight-forward technical ad., the adver t iser may 
seem ju s t i f i ed in describing how his pa r t i cu la r piece 
of equipment or product v/as chosen by a customer to 
replace one tha t has broken dov/n in service . Truth in 
advert is ing, although highly corunendable in theory, can 
s onetimes be disastrous in p rac t i ce . If there was such 
a thing as a f ree - fo r -a l l in technical advert is ing, 
then p rac t i ca l ly every product v/ould stand on dire 
pe r i l of being d iscredi ted" .* 
The creat ive men in order to gain proninance Or 
short term success should not take to such an easy path 
which may prove detrimental t o the profession on the whole. 
Now coming back to the point x-^ here we s ta r ted , 
v;e can confidently say the c r e a t i v i t y in indus t r ia l 
advert is ing is a d i s t inc t f ie ld and has more challenge 
than that offered by consumer adver t is ing. 
Generic Indust r ia l Advertisement : 
I t is pert inent to ask whether generic advertisements 
are undertaken for indus t r ia l product. If so, with what 
experience? Generic advertisements of indus t r i a l products 
are successful in case the adver t iser i s market leader . 
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Indus t r i a l In s t i t u t i ona l Advertising : 
Very often i n s t i t u t i ona l advert is ing i s combined with 
the product advert is ing, t o bols te r up the effect . Many 
indus t r i a l advert iser put up high accent on i n s t i t u t i o n a l 
advert is ing to make the whole ccmpaign more ef fec t ive . 
Hov/ever, the choice will vary from product t o product. 
Scrnetimes, the over-emphasis of i n s t i t u t i o n a l aspect 
may mean wastage if the image of the conpany is already 
v/ell es tabl ished. But for the unknown manufacturer, ins -
t i t u t i o n a l advertising may prove to be more ineffect ive 
than product advertisement. Martin A, Lechamans and 
Richard N. Cardozo analysed the product advertisement 
and i n s t i t u t i ona l advdertisement "in terms of t he i r 
a b i l i t y to increase the probabi l i ty tha t an unknoiAm 
indus t r i a l supplier v/ould receive @n order for par t i cu la r 
product. They also compared "the differences in the 
r e l a t i v e preference for product and i n s t i t u t i o n a l adver-
tisement bet'.^een high and low r i sk products and betvreen 
purchasing agents and managers in other functional area, 
t h e i r findings are as follov;s : 
"Industr ia l marketers have t r a d i t i o n a l l y thought 
t h a t the best way to build a favourable image may be 
t o use ads. which described par t i cu la r products / o r 
successful appl ica t ions . The argument was tha t pros-
pect ive buyers v/ould be impressed with the spec i f i c 
A lot of people seem to 
think of Dodsal as just a 
pipeline construction company. 
In fact, a major part of 
Dodsal's activities involve 
plant construction. 
Dodsal takes on entire projects 
single handed: Civils. 
Mechanicals. Electricals. 
Instrumentation. Everything 
up to commissioning and start 
up. To date, over 75 projects 
worldvs i^de. Across South 
East Asia, Africa, India and 
the Middle East, this Indian 
company is sketching a 
new skyline for the earth. 
REFINERIES BY DODSAL 
In just tour years (1980-'83) Dodsal has 
completed three major refinery projects in the 
Middle Eist — including two parallel projects. 
The Ruwals refinery, Abu Dhabi: 120,000 
barrels per day. On site and off site mechanicals 
and tanker loading facilities. 
The 60,(M}0 BPD Umm-al-nar refinery, 
Abu Dhabi: Related civils, mecfianicals, electricals 
and instrumentation. 
The 50,000 BPD Umm-said refinery, Qatar: 
Related civils, mecfianicals, electricals and 
instrumentation. 
DODSAL'S PLANT DIVISION : THE TRACK RECORD 
In just 25 years,Dodsal has emerged as a major 
international force in plant construction. 
Over 75 projects worldwide: Petrochemical and 
fertilizer complexes. Nuclear and thermal power stations. 
Industrial and steel plants. Oil and gas field facilities. 
And desalination plants. 
Every single project completed on or ahead of 
schedule. 
A mobile task force of 500 engineers and 3,500 
technicians. And equipment bases in Singapore, Baroda 
and Muscat. 
HEAVY LIFTS 
Dodsal is one of the few companies in India to 
specialise in heavy equipment lifts. Dodsal's crane 
(Manitowac 4600: Series 3 with Ringer Series 4) has a 
lifting capacity of 700 MT and a boom of 80 metres. 
OTHER DIVISIONS 
Pipeline • Manufacturing 
and maintenance i 
Civil engineering i 
Transmission towers 
I Operation 
Dodsal 
PLANT DIVISION 
The Indian hand... worldwide. Trikaya-D-1.84 
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prod.uct or application and subsequently generalize 
that favourable impression to other offerings of that 
supplier. Industrial m,3rketers typically allocate only 
small portion of their advertising budget to institution-
al advertising. That portion is generally the first to 
be cut back in economy drives. 
The implication of the results of this research 
is that an unknown supplier may make more effective use 
of his advertising budget by spending most of his money 
on institutional advertising. Such an allocation would 
contrast sharply with present practice. Emphasis on 
institutional rather than product ads. might in seme 
cases require shifting responsibility for control of 
ad. expenditure from product or market managers to a 
corporate advertising function. 
The results have indicated that, for the abscure 
industrial supplier institutional or"image building, 
also may make more effective use of advertising dollars 
than advertisements s-hich describe particular products 
in details".* 
Although this is the findings of one particular 
study conducted in U.S.A., the inference to be drawn 
is that the creative ad. persons in the industrial 
*Martin A. Lechman and ^ ichard W. Cardozo, "Product or 
Institutional Advertisements", Journal of Advertising 
Research, April 1973. 
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adver t ia ing f i e ld should always update themselves with 
the nev/ findings and '^ '^i••lile drav/ing the c rea t ive s t ra tegy 
should make meticulous study and analysis of different 
var iables before ariving at a pa r t i cu la r approach. 
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CHAPTER-VI 
1 . 
THE SCENARIO : 
T h e a d v e r t i s i n g s c e n e i n I n d i a and t h e p l a c e of i n d u s t r i a l 
a d v e r t i s i n g : 
i i . A c a s e s t u d y of SIEMENS : 
i . The p r o j e c t i o n of d i s t i n c t i v e e l e m e n t s s o s p e c i a l 
t o i n d u s t r i a l a d v e r t i s i n g can l i f t t h i s b r a n c h of a d v e r -
t i s i n g from t h e s e a of conmoners and c a r v e out a new scope 
f o r s p e c i a l i z a t i o n . V'.'hat t h e n i s t h e s c e n e p r e v a i l i n g i n 
I n d i a ? Has t h e r e been any s p e c i a l a t t e n t i o n p a i d t o g i v e 
a d i s t i n c t t r e a t m e n t t o t h i s b r a n c h ? Has t h e r e been t h e 
deve lopment of s p e c i a l i z a t i o n and e x p e r t i s e f o r e x c l u s i v e 
h a n d l i n g of i n d u s t r i a l a d v e r t i s i n g ? Row does" t h e s c e n e 
d i f f e r from t h o s e p r e v a i l i n g i n o t h e r c o u n t r i e s ? These 
w i l l be t h e m a t t e r s t o be d e a l t w i th i n t h i s s e c t i o n . 
The h i s t o r y of modern a d v e r t i s i n g i n I n d i a can b e 
t r a c e d back t o t h e b e g i n n i n g of t h e 20th c e n t u r y . AJthough 
i n t h e f i r s t phase t h e p r o g r e s s vras s low, i t has r e g i s t e r e d 
a phenomenal gro\^^th d u r i n g t h e l a s t d e c a d e . Today, t h e 
t o t a l a d v e r t i s i n g e x p e n d i t u r e i n t h e c o u n t r y w i l l even 
e x c e e d R s . 350 c r o r e s p e r y e a r a p p r o x i m a t e l y . The l a s t 
e s t i m a t e a v a i l a b l e f o r 1980 shov/s an e x p e n d i t u r e of R s . 
2 28 .6 c r o r e s w i th R s . 154 c r o r e s go ing t o t h e p r i n t med ia . 
I t was es t im.a ted t h a t t h e grovjth of e x p e n d i t u r e i n p r i n t 
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media was 145% in 19S1 over that in 1980. This shows the 
new heights v^iich advertising commands in the country 's 
economy. During the 13th Asian advert ising congress which 
was held fev/ years back in Oelhi, l a t e s t one held in early 
1984, i t was the general opinion tha t advert is ing in India 
has come of age, where does indus t r ia l advert is ing feature 
in th i s scene. Although, no concrete break-up is avai lable 
i t is taken that indus t r ia l advert ising accounts for 10 t o 
15% of the t o t a l advert ising expenditure. A country \^ ?hich 
has taken to the path of indus t r i a l i za t ion and which is 
believed to have reached the take-off stage, t h i s share is 
no doubt meagre. This is more so because the policy followed 
by the Indian government r ight from the independence is 
t o curb consumption and. increase investment. The pic ture 
shov/s thcit indus t r ia l advertising has not been recognised 
as a very Important part of the marketing mechanism. Another 
aspect can be the prevalence of a s e l l e r ' s market in the 
case of indus t r ia l products. This has resul ted in a general 
apathy to use th i s tool as a major imput in the marketing 
mix. 
The low accent aiven to indus t r ia l advert is ing has 
th 
a l so deterred the grow/of specia l iza t ion in t h i s branch. 
Another point is tha t , with a bocm coming in the adver t i s -
ing business there were widening of opportunity in a l l 
branches and those v/ho grew up as the professionals took 
t o the easy-to-make l ine of consumer advertisement. The 
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core of the professional t a len t s concentrated on the 
consumer adver t is ing. Keverthless, a "small proportion 
of the t o t a l advertising v/as shared by indus t r ia l ad-
v e r t i s e r s and the accounts were entrusted to younger 
professionals as the i r t ra in ing ground. The Esul t was 
a show of poor qual i ty in indus t r ia l adver t i s ing . 
The developed countries, \vith the coming of rapid 
i ndus t r i a l i za t ion , have witnessed the increased ' spec ia l -
i sa t ion in indus t r ia l adver t is ing. The need for spec ia l -
iza t ion had been so great that some agencies transformed 
t haras elves ,a.s experts in indus t r ia l adver t i s ing. These 
agencies are recognized as technical agencies handling 
technical accounts only. In ether cases the bigqer agen-
cies also found i t proper to handle seme technical accounts. 
This led to the growth of separate section v./ithin agency. 
This section became well-staffed' with accounts servicing 
executives and creat ive executives who concentrated ex-
c lus ive ly on indus t r ia l accounts. Such a development led to 
grea ter spec ia l iza t ion , Sfc contr ibuting to the be t t e r qual i ty 
of the advertisements produced. In India, such a development 
i s yet to cone. The indus t r ia l accounts are entrusted to the 
executives who also work on cons'jmier products accounts. 
They take these assignments as temporary departure frcrn 
t h e i r main f ie ld of i n t e r e s t . Many senior personnel shrink 
t o take up . industr ial adver t is ing. As we have discussed 
e a r l i e r the slov/ arowth or non-recognition of indus t r i a l 
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a d v e r t i s i n g can be a s c r i b e d t o t h e sma l l e x p e n d i t u r e on 
t h e s e a c c o u n t s and t h e f e e l i n g t h a t t h e s e a d v e r t i s e m e n t s 
o f f e r r e s t r i c t e d scope f o r c r e a t i v i t y . The f a u l t on e i t h e r 
c a s e l i e s w i t h t h e a d v e r t i s i n g p e r s o n n e l s (Prof e s s i o n a l s ) . 
G r e a t e r a t t e n t i o n t o t h e s e a d v e r t i s e m e n t s x\dll b r i n g out 
b e t t e r qu . a l i t y , which w i l l a g a i n c r e a t e b e t t e r impac t from 
ove r a l l m a r k e t i n g p o i n t . A. b e t t e r r e s u l t can make t h e 
a d v e r t i s e r airfare of t h e i m p o r t a n c e of a d v e r t i s i n g , which 
w i l l mean h i g h e r e x p e n d i t u r e . G r a d u a l l y , t h e r e has been 
a gr'Owing awareness t o t h i s f a c t and i n r e c e n t p a s t b e t t e r 
c r e a t i v e t a l e n t s have s t a r t e d c o n c e n t r a t i n g on i n d u s t r i a l 
a d v e r t i s e m . e n t s . A s e n i o r copy i%iriter of one of t h e l e a d i n g 
a d v e r t i s i n g agency was f rank enough t o say t h a t , " I n d u s t r i a l 
a d v e r t i s i n g i s a c h a l l e n g i n g f i e l d and I v / i l l l i k e t o 
s p e c i a l i z e , in t h i s f i e l d , b u t t h e r e has alv/ays been a 
l a c k of o p p o r t u n i t y . T h i s i s a sad t r u t h b u t i t has t o be 
s w a l l o w e d " . In t h i s s ta . tement p r o b a b l y he s h a r e s t h e t h i n k -
i n g of many young t a l e n t e d and upcoming c r e a t i v e e x e c u t i v e s 
v/ho a r e engaged in t h e p r o f e s s i o n t o d a y . • 
The re i s however, no r e a s o n t o l ament over t h i s . 
I f someth ing has a l r e a d y happened i n t h e v/est , i t i s 
bound t o happen h e r e tcmiorrow. The p r e s e n t economic scene 
has a l r e a d y g iven h i n t s abou t t h e c h a l l e n g e v/hich i s t o be 
f a c e d by t h e ad . p e r s o n s i n coming y e a r s . Government i s s low-
l y t a k i n g t o t h e p a t h of l i b e r a l i z a t i o n of i t s p o l i c i e s . The 
s t a t e m e n t s v/ith r e g a r d t o l i b e r a l i z a t i o n of l i c e n c i n g p o l i c y 
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and the amendment of Monopolies and Res t r i c t ive Trade 
Practices (MRTP) Act indicate greater conpet i t ion in 
the indus t r ia l products f i e ld . 
According t o a study made by Prof. M.N. F i l i a l of 
IIt4G., 7.7% of factory belonging to the public sector 
in India control about 74% of the t o t a l fixed cap i t a l and 
contr ibute 35% of the gross output of a l l fac tor ies canbi-
ned. About 90% of the public sector ccmpanies also produce 
cap i t a l goods and intermediary products, and t h e i r adver-
t i s i n g is l imited. 
Hov;ever/ a v/elcane trend has been increasing 
consciousness of adver t is ing. Indust r ia l machinery in 
the l a s t few years has improved i t s posi t ion from 6th 
t o 5th in terms of the share in t o t a l advert is ing expen-
d i t u r e . The expenditure on advert ising for the engineering 
and electronics companies increased, to Rs. 7.7 crores in 
1980-81 from Rs. 6.6 crores in 1979-80. Today, we find 
t h a t even the major indust r ia l equipments face the c h a l l -
enges of competition. This is a great change from the past . 
As recently observed by P:rasanta Sanyal "Conpulsions are 
bui lding up within the system when the s t a t e and the public 
sec tor units will have to inlarge t h e i r communication 
a c t i v i t i e s through adver t is ing. 
There is one more feature that s t r ikes to me as 
highly important, i . e . , the growth of medium scale and 
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small scale manufacturers who have begun operations in 
a regional scale. They are not attempting to go national 
too quickly and this has been one of the major positive 
developments for advertising specially in the last few 
years. 
The segment is growing, enormous negative pressures 
notv/ithstanding. Some of them are beginning to challenge 
the national market leaders. They are in need of profess-
ional advertising support".* 
Another factor v/hich has been deterrent to the 
proper development of industrial advertising is the 
stagnency of the technical print media. As discussed 
earlier, one of the major points of difference of ind-
ustrial advertising from that of consumer advertising is 
the difference in the target audience. In many cases the 
target audience for the industrial advertisement is a 
limited orQup. Often it does not exceed 3000. In such 
a case advertisements in the print media, in the absence 
of a proper vehicle of communication, becomes less cost 
efficient. The public relations chief of a leading public 
sector organisation, who is in charge of advertising said 
that the buyers for the product of his organisation can 
be counted on fingers and he felt that product advertise-
ment in the available print media is totally irrelevant 
and goes waste. In the developed countries v/here the media 
*Prasanta Sanyal, "Stage set for groui:h", 13th Asian 
advertising congress supplement of business standard, 
27th September, 1982. 
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i s highly developed, advertisements for indus t r ia l 
products GQTipete for space in different technical 
journa l s . In India in the recent past , there has been 
a mushroom grovrt^ h of technical /professional journals 
and periodicals but few of them have the required 
readersh ip . The re su l t i s tha t , most of the indus t r ia l 
advertisements have to take to mJnline d a i l i e s . 
S t r i c t l y going by the pr inciples of media plann-
ing th i s means huge spell-over and xvastage. In terms 
of cost efficiency advertisement staffers set-back. 
But, here again one can make height projection of the 
fu ture . The-^ professional consciousness in different 
d i sc ip l ines i s slo^vly sanerging. Lately, there has been 
an mul t ip l i c i ty of professional associat ions which also 
witnesses a steady r i s e in membership. With greater 
professional consciousness in future, there is bound to 
be arj increase in the readership of technical /profess ion-
a l journals , vfith t h i s , the r ight vehicals for indus t r ia l 
advertisements will also make the i r existence f e l t . 
The overall scene prevail ing today is a pointer 
tov/ards the need for taking indus t r ia l advert is ing more 
ser ious ly as a special branch. Those i^fho r e a l i s e th i s 
and have already s ta r ted modulating themselves may be 
the pioneers in the second phase of the his tory of 
advert is ing in the country. In fact , there has been 
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many small agencies who have started showing their 
preference for more durable industrial accounts. This 
does not mean that they are handling the industrial acc-
ounts exclusively. They have rather taken to this because 
there is lesser competition frOm the bigger agencies in 
this sphere. .Probably/ unknowingly they are acquiring the 
expertise and v/hen the time comes they may be in a position 
to hold the banner. 
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i i . A CASE STUDY OF "SIEMENS"ADVERTISEMENTS : 
So f a r we have d e a l t w i t h many a n g l e s of t h e a r e a 
c a l l e d i n d u s t r i a l a d v e r t i s i n g . Dur ing t h e c o u r s e of t h e 
deve lopmen t of m a t e r i a l I have been u s i n g a d v e r t i s e m e n t s 
Or c o p i e s t o p r o v e t h e d i f f e r e n t a s p e c t s of a d v e r t i s i n g 
f o r i n d u s t r i a l goods . In t h i s l a s t s e c t i o n we t a k e up a 
s e r i e s of a d v e r t i s e m e n t s p l a c e d i n l e a d i n g p e r i o d i c a l s , 
p a p e r s e t c . f o r r e v i e w . I t may be added h e r e t h a t t h i s may 
n o t be in any way t a k e n t o be t h e c o m p l e t e s e r i e s . 
For Our d i s c u s s i o n we w i l l be u s i n g t h e a d v e r t i s e m e n t s 
p r o d u c e d by a m u l t i n a t i o n a l company c a l l e d Siemen I n d i a . 
The ccmpany i s a b i g m u l t i n a t i o n a l w i th a l a r g e t u r n o v e r . 
The companies main emphasis i s on i n d u s t r i a l goods and 
s e r v i c e s . So fo r t h e conpany can claim, t o have many b i g 
and smal l c l i e n t s t o i t s c r e d i t . These have s h o w n - s a t i s -
f a c t i o n and a p p r i c i a t i o n of t h e goods d e l i v e r e d . 
I t i s on t h i s assiomption t h a t we may move, ahead 
w i t h our d i s c u s s i o n . For oar d i s c u s s i o n we have d i f f e r e n t 
s e t s of a d v e r t i s e m e n t s . For one s e t we have arj^'ound 4 a d s . 
F o r o t h e r we have one adve^r t i sement . 
S e t - I : 
The salient features of this series of advertisements 
are : 
SIEMENS 
Who needs a blast furnace 
that thinks ? 
Automation is the need of the hour in today's industry. And it 
is not just l(Diast furnaces, but machine tools, refineries, 
cement mills and cargo terminals that must also think and 
respond to situations automatically. 
Siemens' latest generation of SIMATIC programmable 
controller^ provide the capability to make such thinking 
possible, they are far more powerful than older logic 
controller^ because they can count, perform closed-loop 
operation^ and even understand simple English. 
SIMATIC PC being programmed 
Siemens India employs over 
7,000 people at 8 factories and 
27 sales centres around the 
country. The Company's expert 
team of manufacturing, sales and 
service engineers are dedicated 
to the highest standards of quality 
assurance, 
S!MATiC PC is just one example 
of international technology being 
specifically tailored to meet the 
needs of Indian industry. Similar 
successes have been recorded in 
high-tension power technology, 
thyristor controlled drives and 
medical engineering. 
Siemens India Ltd., 
P.O. Box 6597, Bombay 400 018. 
LINTASSM CORP 18 2741 
/ 
;iemens India 
Ceeping India in the frontline of international technology 
SIEMENS 
Why would anyone send a current 
plunging into the void ? 
S e t - I 
Advertisement campaign cf Siennens IJjnited. 
biemens wiae range OT swiicngear. i ney oner many 
inherent advantages over older technologies. Their 
comparatively maintenance-free operation and facility for 
multiple auto-reclosure, for instance, could effect substantial 
cost savings in industrial and rural power distribution 
systems. ^ 
Vacuum Circuit Breaker being inspected. 
LINTAS SM CORP 20 2640 
II 
OC7I VIUC7 ^11VJII icT^io d i e uovjiv^ciLc;u 
to the highest standards of quality 
assurance. 
Siemens' Vacuum Circuit 
Breakers are just one example of 
international technology being 
specifically tailored to meet the 
needs of Indian industry. Similar 
successes have been recorded in 
industrial electronics for control 
and automation, thyristor 
controlled drives and medical 
engineering. 
Siemens India Ltd., 
P.O. Box 6597, Bombay 400 018. 
, j ^ , ^ - * » « 
T£!^ 0M 
JP - '^ • ^ = ^ "(H 
• y M | ) l | g j H g j a g i s a i K > j ^ ^ 
1 #Fli i . !|wfr««pfc4'#^\ 
1 
Siemens India 
Keeping India in the frontline of international technology 
"I J 
How do you spread well-being 
out of an ordinary 3-polnt sock* 
An exciting new product development could add fresh 
impetus to India's rural health services extension 
programme. Siemens' VERTIX1 is an extremely versatile, 
universal X-ray unit that Vv^ orks off an ordinary 15-amp 
socket. 
V ERTIX1 is so simple and safe to use that virtually anyone 
can be trained to operate it. It thus brings the finest in 
medical diagnostic technology within reach of the millions 
who live in India's mofussil towns and villages. 
Patient being X-rayed with VERTIX 
'•^f. f 1 f UfTASSM 
I 
CX:iF!Pl325S 
Siemens india employs over 
7,000 people at 8 factories and 
27 sales centres around the 
countr/. The Company's expert 
team of manufacturing, sales and 
sen/ice engineers are dedicated 
to the highest standards of quality 
assurance. 
VERTIX! is just one example of 
inte.mationa! technology being 
specifically tailored to meet the 
needs of Indian industry. Similar 
successes have been recorded in 
industrial electronics for control 
and automation, thyristor 
controlled drives and high-tension 
power technology. 
Sfemens India Ltd., 
RO.Box 6597, Bombay 400 018. 
y^^if^i^isig^siam^if/ii"'''^^'''"—^—-r!w-^ 
arnens India 
Ceeping India in the front--
.c^i-iia|iiigaji|^i 
ow many hundreds of 
run in synchroneity? 
Modern plan is often use a number of motors — each 
perhaps developing over a hundred horsepower. The 
challenge is io synchronise these motors so that they are 
sensitive encugti to respond to, let us say, the fragility of a 
single sheet of paper flowing between two independently 
motorisedrolis. 
Siemens' laiest generation of Thyrislor Controlled Drives 
offer just such highly precise control over industrial motors. 
Whether it be two or twenty interdependent motors, 
Siemens technology can interlink and interlock the entire 
system in ai:)scilute harmony. 
Thyistor ConJr'led Drive be-ng tested 
, ^ I 
.m'i 
•0 p 
Si^ IASSW CORP w a s 
Siemensirfdiaemploy$over N 
7,000 people at 8 factories and 27 
sales centres around the,couritiy, i 
The Company's expert team of 
manufacturing, sales and sen/ico 
engineers are dedicated to the 
tiighesl standards of quality 
assurance. 
Siemens' Thyristor Controlled 
Drives are just one example of 
international technology being 
Epecifically tailored to meet the 
needs of Indian industry. Similar 
successes have been recorded in 
, industrial electronics for control 
and automation, high-tension 
power tedinology and medical 
engineering. 
Si' ;iemens India Ltd., 
F'.O. Box 6597. Bombay 400 018. 
-•'•at' •> •^ •Kmoii^ t :iim' >'44»:«r(w#-'-
-.j>.«ife^'a» 
Siemens India 
:e^piocj India t: •'' 
of international fectioology 
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i . They generally are of big body copies, 
i i . They a l l anploy a big colored photo-graphs on RHS. 
i i i . The l e f t hand side of the complete advertisement 
employs;^^ a small photograph of the equipment in 
action, 
iv . The Other writ ten material i s also presented on lef t 
side v/ith companies narne appearing at the top l e f t 
side with ample space l e f t t o make i t appear very 
c l ea r ly . 
V. The most important aspect of th i s l e f t side is the 
question v/hich indi rec t ly creates NEED. 
With t h i s brief dissect ion we may go ahead with 
analysis of each advertisement individually and in conbina-
t i o n . 
The name isxj^is'of t h i s company is displayed prominently 
so that the reader may immediately take to ceading because of 
i t s reputat ion. The photograph showing the flame and the 
pr in ted c i r c u i t (PC) board with electronic components presents 
p i c t o r i a l l y the thinking furnace because nov/ a r t i f i c i a l i n t e -
l l igence is re la ted with e lectronics only. The need creat ion 
being made through the question is enforced by the photographs-
The name Siemens also enforces i t if knovm. The body copy 
b r i e f l y deals with product d e t a i l s . See advertisement no. 
The paragraph dealing with i t present the product b r i e f l y . The 
paragraph numbered in advertisement no. deals about 
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t h e cQnpany and i t s exper t i se . The final paragraJJh ( see 
advertisement no. (reinforces the claim of company by 
adding that more of the same quali ty are also ava i lab le . 
To make point exp l ic i t the ad. gives address so tha t the 
CQnpany's in teres ted may respond by correspondence because 
only postal address is given. 
The lower unritten material on the pic ture side empha-
s i s e s the companies r a t i o n a l i s t i c spurt by presenting slogan 
of 'keeping India in fore front of in ternat ional technology. 
The cQnapny hence emphasises that i t is in spirit and blood 
Indian". 
The above facts are b r ie f ly shovvm in different adver t i -
sements that follow. Only the specif ic area are made v i s ib l e 
in the specific advertisement. Kindly refer to the adver t i se-
ment v/here emphasised. 
From above i t may be inferred tha t the company's adver-
tisement is mainly an indus t r ia l advertisement with ful l 
material for corporate advert is em.ent and the advert is em.ent 
s e r i e s makes up a beautiful combination of two. The ser ies 
continuous, develops need and then present solut ion keeping 
the name of the company in fore front . 
A thing of in te res t in the ser ies especial ly coloured 
ones is that the nsef of good Art Work combined with indus-
t r i a l / c o r p o r a t e advertisement mater ia l . This i s bas ica l ly 
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the gift of Gimmick Advertising used in consumer advertising, 
Hence v;e can call it a step ahead in industrial advertising. 
Drawback : 
The m.ain drawback that may be sighted here, are 
1. Mot using to t a l indus t r i a l adver t i s ing . 
S e t - I I ; 
The second ad. is wholly an indus t r ia l advert i s em.ent. 
The t o t a l ser ies of action or sets of an indus t r i a l ad. are 
presented here. The conpany as usual is following the techni-
que of emphasising the name of conpany namely"Siernens". The 
v/ritten mateir la presents to the reader the fact that a system, 
t echnica l ly cal led Telelex is avai lable in India under name of 
Siemens-system EDX and goes on to describe the actual applica-
t i o n very b r i e f ly . The middle part of copy is sYiOvm having a 
graphed hand in folded form moving towards the button type 
a nother graphic. 
The lov?er half has in i t s centre the system. The 
l e f t side is used for defining the cha rac t e r i s t i c s and the 
parawise descript ion is not needed as each is self explanatory. 
Basical ly they t a lk of a l l se l l ing or sat isfying Gimimicks or 
fac ts needed. 
• I : :(; 
elete; 'X In India I 
!»„^^\|M»] 
^« 
T i^e universal system for telex, 
teietexand :^ data communicatioits 
today 
_L]k 
3 e t - i : 
Advertisement campaign of Seimens Ltd, 
f i 
EDX is a whole family of VSK 
data switching systems tnat an 
compatible with all existing net 
and can 'grow' according to 
consumer needs. 
Incorporaling the world's JaSe,-
techinology, EDX has already .be 
sold in 50 countrie3--'vviSh over; 
exchanges; currently in dperatio; 
In India, 6 EDX systems havi 
installed for national and intern, 
traffic. Tl lese have increased ii 
telex network capaciiy oy 22,0 
lines. 
'Wltli the Installation of thft St(. 
Programnrie Control System (Si 
the subscriber can now mvake; 
higher percentage w succfjssf 
calls. 
!tll<3 
. fully 
vorks, 
.:t 
en 
m 
• been 
ationai 
Hi 
)Q-
j rej 
'C: 
(i: 
in ti'ie modulai ind e>.tremely flexible 
EDX circuit switch tg exchange, each 
switching block hcv:Ca capacity of 4.032 
subscriber and tfji ik lines with a 
throughpui rate of approximately 400,000 
characlers/secona. 
EDX ofiers a host of otliar vita! 
services ;;.s well. Lil<e abbreviated 
dialling, direct call, repetition of call 
attempt, multi-addressing, 
conferencing and delivering of stored 
messages. 
Siemens India Ltd. 
CDC Division 
53 Com.munity Centre 
New Frieiidf. Colony 
New Delhi 110 065. 
 ^fi^ 
\-' .^^--^^ " ^ 
Siemens-^ plonei^ rs of text communication networks lo the world. 
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The other side of the photograph Is used for expanding 
the applicat ion areas and ths para defines the same. 
Final ly a fully address is given through v/hich a 
personal contact is possible including postal contac t . To 
add to the value the ad. adds, another indus t r ia l adver t i s -
ing technicfue namely invi t ing the respondent t o a demonstra-
t i o n of the product. The invi ta t ion is b r i e f ly worded and 
placed diagonally in double thereby invi t ing a t ten t ion but 
never trespassing on other important presentat ion and 
simultaneously enforcing the claim.. Final ly the closing is 
done by presenting the company as pioneer of teie-com net-
v-;orks in the world. 
C ompar is on : 
Looking at the two sets we can feel the difference but 
some basic elements are also s imilar . The two facts of diff-
erences and s imi l a r i t i e s are b r ie f ly presented below. 
aami la r i t i e s : 
1. Siemen's name on the top 
2. The systems'photographs, are presented in a l l the 
advertisements. (Reference ad. no. ) in s e t - I and 
ad. no. in s e t - I I . 
3 . Semi-technical language is used. 
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Another point of in te res t is the l a s t paragraph in 
the advertisement which anphasises the other di f ferent 
product avai lable . And the de ta i l is provided in a sub-
sequent follov;ing advertisement. So we have the complete 
se r ies dealing in the 
a. Programmable controller 
b. High tension poiA.'er technology 
c. Medical engineering 
The complete set when analysed shov/s them following 
one set pat tern and evokes i n t e r e s t s , presents solut ion, 
enforces through companies image and wait for action by 
giving postal address. Now the bal l is in c l i e n t s ' court 
and he is le f t to ac t . No force is there for him to ac t . 
Differences : 
- Different agency is handling, so the difference-
i s there in the lay out of the respect ive ads. 
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(l) I t is not necessary that an advert ising person entr i ls t-
ed with the c n a t i o n oE an indus t r ia l ad. should be 
t o t a l l y tschnical person. But at the same time, he 
should ha 'a science bcick--i'round so as to understand the 
uses and advantages of the product a t t r i bu t e s because 
bas ica l ly and indus t r ia l product is a technical one. 
To ccTae ur. \.jith an effactive ad. both the understand-
ing of the Droduct a t t r ibu tes and an aes thet ic qual i ty 
is needed. 
(.2) The advertising person is to be in a :)Osition to seg'nen+ 
the t a rae t audience. Ke should '"^ e ca'^able of moulding 
message meant for di'^'ferent segments of the ta rge t audi-
ence. Ke should be able tO' think of the r ight appeal. 
Therefore, '••'e can say that indus t r ia l advertising requires 
a blend of basic understanding of technical aspects and 
the a t t r ibu tes of a crea t ive miind. 
(3) Contrary to advertising agencies in U.S.A. and some 
European cc-uttries, where they have advert is ing agencies 
dealing in indus t r ia l ads. separately, here in India 
few consumer advertising agencies have opened indus t r ia l 
arivertising ce l l s in the v/ake of conciousness a '^^ '^ ngst 
the indus t r ia l advert isers about the advert is ing . 
And th i s is bas ical ly to enhan e the i r earnings in this 
f ie ld a l so . Moreover the job of creat ing indus t r i a l ad. 
is given to generally junior in experienced executives, 
oc oroduct is poor. Even if an expert in consumer ad-
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ve r t i s i ng is involved in the job, there is high probabi l i ty 
that he rnay prove to be a fa i lure as f^r as the basic object-
ive of advert ising is concerned. Because the copyi-zriter vdth 
proved experience and excellence in consumer advert is ing f ie ld 
m.av become u t t e r fa i lure v/nile given to handle an indus t r ia l 
cop3/. More painful aspect of th i s problem is that the agencies 
dealing in consumer accounts take the indus t r ia l adve^-tising 
'•/orlc as a shi f t from monotonous routine work t o wear off the 
fa t igue. Therefore, whatever the reason, the ul t imate resu l t 
is a sub-standard ad. which f a i l s in i t s basic aim. 
(4) T'--e agencies sho\ild be com etent enough to undertake elabcrnte 
msEkat studies for the product. I t should be in a posi t ion to 
identify the purchase decisiC'ns makers, the a t t i t ude and exact 
need of the buyers, the posit ion of the competitors e t c . Some-
times, the agency may not be in a posit ion to conduct the mark-
et research on i t s own. In these cases i t has to frame the out-
l ines and the requirements. Then i t should have the ccmoetence 
of chosing the r ight organisation to be hired for the research 
j Ob. 
The copyv/riter' s job is to give the ad. the shape which is dig-
estitoleb and at the same tim.e impart the se l l ing pow-er into i t . 
For doing t h i s , the ccpyv/riter needs a very thorough understand-
ing of the objectives and deta i l s of the advzrtisement. I t is 
there tore , of utmost importariCe for him to be personally present 
during the f i r s t briefing session of the c l i - ;n t . 
(6) A d i s t inc t ive feature of the c r ea t i v i t y in the indus t r ia l advert-
is ing is that i t shoiaL^i^i^r^ %?;' condfi^^^ as a s ingle inser t ion 
iii,'' 
iy J^S-VCS-
G 
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advertisement. In Order to have any impact it should 
mean a campaign. One can think of a single insertion 
advertisement in the case of consumer advertising. But 
the accent has to be different for the industrial advert-
ising. Everyone concerned with an account on the techni-
al/industrial side should remember that the "one off" 
advertisement simiDly has no place in technical/industital 
advertising. 
(7) Gimmisks do not have much place in industrial adv:-rtising 
although they m.ay be invariably used in case of consumer 
advertising. In case of industrial advertising, use of 
gimmicks will no doubt reduce the credibility of the ad. 
But in certain cases,^ where they seem suitable, attention 
getting visuals can be created. 
(S) The effectiveness of advertising for industrial products, 
depends on hov; clearly it is conceived not as an independ-
ent entity by as a link in the overall marketing mechanism. 
Because of this the ad. persons's role is no m.ore limdted 
to advertising alone, he has to understand the entire mark-
eting mechanism in grs^ -'ber details. 
(9) In case of advartsing for new products, the creative man 
usually co-mits a mistake by ado ting the policy of list-
ing the attributes of his product and subsequently compar-
ing them v/ith those of conventional existing alternativer 
Products. Sometimes he goes to a head to the extent of 
exaoperation. This brings nenative effect of advertisina 
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v/nen the consumer does not find the product a t t r i bu te s 
conforming to the t a l l claims made by the adve r t i s e r s . 
Overall r e su l t i s thr.t future c r e d i b i l i t y of the adver-
t i s e r in the eyes of the buyers res t s at s take . So in -
stead of false claims for an indus t r ia l product the ad. 
should describe the exact nev; uses of the product v/hich 
v/ill benefit the buyers in the i r roduction and operation. 
"Reinforced by technical j u s t i f i ca t i on , t h i s can ha 'e great-
er credibi l i ty/ . Avai labi l i ty of the product should also 
be s t ressed . 
(lO)Ad. should also mention the address to vdiich one should 
v/rite for further information. Here is the rea l challenge 
in c r e a t i v i t y . 'Ehe copy should arouse enough in te res t and 
the response should be through asking for further informa-
t i on . To ':^ ake the task easier , coupons may be b u i l t into 
the ads. The l i t e r a t u r e should go in to a l l the relevant 
de ta i l s v/hich may be of the in te res t to the buyer. I t 
is a mistake to jam a l l the technical de ta i l s in tie ad. 
This makes the ad. dull,, 
(11) One of the major points of difference of indus t i ra l adver-
t i s i ng from that of consumer advertising is the difference 
in the ta rge t audience. G-;nerally terfeet audience for 
the indus t r ia l ad. is a Idmited group. In such case ads. 
in print media in the absence of a proper vehicle of 
Gcmm.unication, becomes i r re levant and goes v-^aste. There-
fore, media planing happens to be one of the most important 
aspects of overall advert ising task . 
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